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~ New Color Lighting Unit 
For Show Windows 


For X-Ray Jove and Jupiter 
WINDOW REFLECTORS 


(Not made for Scoop and Hood) 































































Price 


No. 66 Color Ray Unit 


Complete $6 list. 


Standard package—1o units. 
X-Ray Reflector discounts apply. 


One Complete 


No. 66 Color Ray Unit 


Consists of 


Color frame and Harness for 
attaching—one each of red, am- 
ber, green and blue color screens. 

















for colors in display window lighting. The No. 66 Color-Ray unit 
is of simple construction. It may be attached to X-Ray Jove and 
Jupiter Reflectors in a few seconds without removing lamp or Reflector. 
The colors may be quickly changed as the slides are easily interchangeable. 


a (Ye colori ” has been developed in response to an insistent demand 


The color mediums are of gelatin, supported in a steel netting. Colored 
lighting effects, such as have been employed in the past, have been produced 
by means of natural colored glass lamps or colored sheet glass. Both have 
proved quite expensive and difficult to procure. Gelatin is the only material 
that can be successfully used, and Color-Ray units offer a practical method 
of applying it to the existing reflector equipment. ; 


ORDER NOW FOR DELIVERY AFTER JANUARY FIRST 


National X-Ray Reflector Co. 


NEW YORK CHICAGO SAN FRANCISCO 
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NEXT MONTH 


N previous issues we have published 

some mighty good articles by success- 
ful salesmen, explaining how to co-operate 
with dealers. Believing that it would be 
instructive, as well as interesting to hear 
the dealer's side of the question we have 
approached a well known merchant and 
asked him to discuss the dealers’ problems 
and how jobbers’ salesmen can help in 
solving them. Every salesman will find 
this an intensely interesting, as well as 
frank exposition of this much discussed 
subject. 


bi 


HE employment of salesmen who “de- 

liver the goods” requires rare judg- 
ment and is one of the most importani 
duties of the sales manager. Theorists 
without number have written reams about 
this subject and much of it is good stuff. 
But we wanted the facts, so we have pre- 
vailed upon a_ successful executive to 
write us why he hires the men he does and 
why some don’t get the jobs. 


—_ 
-~< 


E. UNDERWOOD, whose articles 

*on industrial lighting in previous 

issues have attracted so much favorable 

attention, will discuss the question of “mer- 

chandising better light to merchants,” in 

the September issue. This article is re- 

plete with good suggestions for selling 

store illumination and is a worthy addition 
to the series. 

a 

HE September issue will also contain 

timely, interesting articles by Frank 

B. Rae, Jr., David Gibson and G. C. Hill, 


who need no introduction to JossBer’s 
SALESMAN readers. 
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IT’S 


THE TRUTH THAT 


“HELPS” 





SQUARE D COMPANY 


ractu 


CLECTRICA Y oevices 


DETROIT, MICH.,U.S.A, 


Gentlemen: 


We would like to have your opinion on a matter of mutual 
interest. 


You doubtless feel, as we do, that anything, which benefits 
the electrical industry as a whole, helps everyone connected 
with the industry. 


The Square D Company's whole business existence is tied up 
with the electrical industry. If it prosper, we prosper; 
if it fall behind, we fall behind. 


We believe in making electricity safe. We are spending — 
thousands of dollars to point out one way of doing this--by 
using Square D Safety Switches. Necessarily, we must point 
out the danger--and then the means to remedy it. 





"Big men" in the electrical industry have written to us 
complimenting us on our advertising and our efforts to make 
electricity safe. Others have criticized us on the ground 
that we have unduly emphasized the dangers of electricity. 


What do you think of the Square D advertising? Read the 
sample advertisement and the comments--both favorable and 
unfavorable--and then let us have your opinion. 


Votes will be counted by the McGraw-Hill Publishing Company, 
who will act as referees. Your name will not be used in 
any way. 


Will you kindly look over the evidence on the inside pages 
and mail us your vote by return mail? 


Thank you. 


(Wee 


Secretary, 
SQUARE D COMPANY 
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Remeas Business 


—=—s + a 


ORKIMN METS 
ET, SEG 


Factory and the 


H4e8!T is the most wonderful fact in human life— 
and the most terrible. 

Thirteen million open knife switches were sold in 
this country last year because of a Habit of Care- 
lessness. 

It is easier to continue in the old way—even though 
dangerous—than to adopt a newer and a safer way. 

It takes a tremendous jolt to awaken human nature 
—to break up a bad habit and form a good one. 

The Square D Safety Crusade has and is adminis- 
tering this jolt by National Advertising that Tells the 
Truth about the danger of the open knife switch. 

The crusade is sweeping the country. 

Plant managers and home owners knowing the dan- 
ger of the open knife switch are demanding Square 
D Safety Switches. 

All crusades meet with opposition. We, having 
been criticised because of our advertising, sent out a 
three page questionnaire which is reproduced on this 
page. It was sent to over 4,000 electrical interests. 

The votes are coming in rapidly—the industry is 
alive to the issue, 

Next month on this page we will publish the re- 
sult of the contest. 

We want you to know the Truth! 


Square D Company 


1400 Rivard St., Detroit, Mich. 


Canadian Factory, Walkerville, Ontario 





What they say about our advertising 


“Big men” in the electrical industry have been frank in telling us what they 
think of Square D's campaign to make electricity safe. Some of their comments 
have been favorable; others unfavorable. 

In the following paragraphs we have undertaken to fairly set forth the case 
for and against Square D advertising as reflected in the various comments we 
have received. Please consider them with an open mind, and then let us have 
your opinion. 


The case against Square D The case for Square D 











The exposed knife switch got him—and another was added to the years's toll 


Tat ear: work ws ove et. With o song on 
hips he pushed the controller handle to 
the full “Of pomtion for the night swong 


greatest remaining harvard around «> 
electrical installatioa—the exposed ~~ sentch 


by 
The Square D Safety Switch replacing all old-style exposed knife switches 
are D Satety Switch is an absolute with Square D Safety Switches. Prominent 
last — like 2 rattler lying m wait # strech — : ™ fh, Gere, and industricl 
accent of any hind 
Authorities say the Old-style Pcledese xe ~ yest vo be in a pressed-stee! 
Switch must go sing—externally operated. A handle on 
So cbie tas ara 
i 
nerd eyed se! ot ite a cusaneus ent cannot reach that handie, nor the box 
a ee Thev are sal eens 
ar pee esall hve parts. Thev are safely enc! 
o-Pip ioeval isd preps Deets colin saanh cos 
tive electric mstallations every year,” says John 
Gamber, State Fire Marshal of Iilinois, ‘The switch may be locked in the oper posi 4 isted as standard for both fire and accident 
tien, two, while work is being done prevention by the Underwriters’ Laborstories 
of the National Board of Fire Underwriters 
switches, other than ¢i chboards, — gp 7 Meets the requirements of the National Elec 
must De of the approved safety enclosed type. ** trical Safety Code of the Bureau of Standards 
The Western Association of Electrical te- Department of Commerce, » D.C 
Louis, January 


is made i 
—ter lnention, omer buildings and homes Square D Safety Switch is sold and 


Act NOWand protect your workmen, 
ee Joong = your property against 
‘ks and other irical hazards. 
SQUARE D COMPANY, 1400 Rivard 
Canadsap 


i and Street, Detroit, Michigan 
tosheup bg fue ot ecto bums ay io 2 ome a 


National Advertising of the Square D Company Appearing in the Literary Digest, 
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Advertising 
1. Dramatic portrayal of the dangers of the 
exposed knife switch discourages the use and 
development of electricity. It reduces the sale 
of electrical current. The reading public is led 
to believe that electricity is dangerous. 
2. Portrayal of accidents ca-ed by the ex- 
posed knife switch “gets on the nerves” of 
those who read the advertisements and an- 
tagonizes them against the whole advertising 
campaign. 
3. The exposed knife switch is dangerous— 
this is generally admitted. Our critics con- 
tend, however, that educating the public to 
the use of safety switches is more “construc- 
tive” than in emphasizing the dangers first 
and then suggesting a remedy. 


Advertising 


1. Of course electricity is dangerous—when its use 
is pote nage —— It would be pernicious 
low people to believe otherwise. Square D 
PCT admits this say and then points out 
one way to make electricity safe. Thus, we ate en- 
couraging the use of electricity—safe electricity. 


2. Which would be harder on your “nerves”— 
to read about a danger, or to have some member of 
your family maimed or killed through contact with 
this ? It sometimes takes a hard jolt to show 
people the right — to do. Square D advertising 
is protecting the “nerves” of those who may suffer 
fem te menace ofthe exponed fe owach 
Exposed gears on machinery are dangerous— 
this is also admitted. The National Safety Council 
is doing identically the same thing in the mac! 
field that Square D is doing in the electrical field— 
pointing out the —— of exposed gears, and then 
showing how these dangers may be aieincied. Has 
pron mong the sale of machinery? Ask any 


Here are the facts. What is your opinion? 


Please fill out attached bal- 
lot and mail—today if 


BALLOT 


Does the Square D national advertising 
campaign to make electricity safe meet 


possible—to with your approval? 


Advertising Department 


Remarks. 











SQUARE D COMPANY 





Detroit, Michigan 
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“Too Much Is Plenty” 


A Frank Discourse on the Subject of ' 
Jobber-Dealer Co-operation 


By FRANK B. RAE, JR. 


OE WEBER said a mouthful when he wheezed this 

one—‘‘2 mutch is plenty.” 

Joe was a knockabout comedian, as you may re- 
member, and he warbled his bit of philosophy for the 
purpose of getting a laugh—which he got. But behind 
the josh is a natural law which the highbrows refer to as 
the Law of Diminishing Returns and which says in effect 
that a superabundance of any good thing is bad. Take 
Pluto, for instance— 

Right along this line I am reminded of a remark made 
by my friend Elbert Hubbard on the subject of booze. 
(I believe it is illegal for THe Jopper’s SALESMAN to 
print the words b--r or w--sk-y, so I use the generic 
term to indicate the enlivening type of beverage prohib- 
ited but not eradicated by a recent said-to-be-constitu- 


WW ite eee ee ee 


é 


Quoth Hubbard, “It isn’t the booze 
Just think what 
would happen to a man who acquired the ham sandwich 
habit and who draped himself over a lunch counter five 


tional amendment. ) 
that’s harmful—it is the booze habit. 


hours a day consuming a couple of dozen ham sandwiches. 
Think of taking tw« or three as an appetizer before din- 
ner, three or four more in the course of a social evening 
and one for a nightcap before turning in! Think of get- 
ting soused on ham sandwiches !” 

Getting soused is the evil, and it makes no neverminds 
what you get soused on—ham sandwiches, raisin jack, 
pinocle, girls, beds or business. For any and all, Joe 
Weber’s josh goes: ‘‘2 mutch is plenty.” 

Right now a lot of folk in the electrical business are 
soused to the prattling point on certain vague stuff called 











Matoney Decivep to Go STRAIGHT 


To AN Exectrricat Jospper wirH His Proposition. 











THE JOBBER’S AJsALESMAN 





co-operation. Co-operation is a good deal like some of 
those concoctions of dynamite and delirium which we 
You know the kind—a little 


sweetening, a dash of fruit syrup, the frothy part of an 


used to call “‘ladies’ drinks.” 


egg, something out of a square squat bottle and something 
else out of a long thin bottle. Drink one, and you're a 
millionaire; drink two, and you want to kiss a cop; drink 
three and call the wagon. That’s the sort of mixture co- 
operation is. A little of it is inspiring, even ennobling; 
a little more makes strong men maudlin; and—‘2 mutch 
is plenty!” 
* * * 

Measles Maloney is a little, hard-boiled yegg of a ma- 
chinist who developed an ironing machine. It is a good 
Being wholly unacquainted with the electrical 
trade, its intricacies, politics and ritual, Maloney sat him- 
self down and figured out his selling problem thusly: 

Item I. 
struction, operation and price. 

Item II. I cannot afford to peddle this machine from 
house to house, nor from dealer to dealer; I must, as a 
matter of economy, sell it to wholesalers. 


Item III. I can give the wholesaler a good margin of 
profit, and his proposition to the dealer will be as good 
as the next fellow’s or a shade better. 

Item IV’. The wholesalers will be attracted by the fact 
that my machine is a good piece of merchandise upon 
which they make good money, and they will sell ’em like 
Coney Island red-hots. 

And dreaming thus, he snored. 

But not for long. Measles Maloney had a very rude 
It is about this awakening that I wish to 


machine. 


I have a machine that is right in design, con- 


awakening. 
tell you. 
* * * 

Before going out to talk to the electrical wholesalers, 
Maloney decided to equip himself with a modicum of in- 
formation. He realized that in selling goods one must 
talk the customer’s language. He realized that in intro- 
ducing his machine to the trade it must be “dressed up” 
in the prevailing mode and not appear garbed in machine- 
shop overalls. 

His first interview was with an advertising man who 
handled a successful washing machine account. Maloney 
told his story quickly, and then sat back awaiting the 
words of wisdom that should flow. 

Did words flow? I'll say they did. 

Were they words of wisdom? Well, I'll leave it to 
you: 

“An ironing machine ?—good !’ exclaimed the ad man. 
“The first thing you must do is to start a campaign of 
advertising—Saturday Evening Post, Good 
Spend about $60,000 


national 
Housekeeping, Home Journal. 
Then—” 

“But I haven’t any distribution. 
people can’t buy my machine?” interrupted Maloney. 

“Simple. You merchandise the advertising, see? 
When you get all these ads ready, you print em up in a 
book and show “em to the dealers. Tell ’em this advertis- 
ing is sure to create a lot o’ business—” 

“Will it?” asked Maloney. 

““Not so’s you'd notice it, but never mind that. 


the first year. 


Why advertise when 


The 


dealers will think it does and they’ll stock your machines 
and then they'll have to work like hell to sell ’em. Your 
$60,000 advertising appropriation is bait.” 

“Why spend $60,000 for bait?—why not spend it 
for fish?” inquired Measles, but the ad man paid no atten- 
tion to the interruption. He just kept on: 

“Then you get up a line of dealer helps—booklets, 
hangers, car cards, movie slides and all that sort of junk. 
About four per cent of this stuff will be used; the rest 
gets lost or is stored away in a dark cupboard.” 

“Then what good does it do me?” 

“It makes the trade think that you’re doing something 
for em.” 

“So this whole plan is a system of bunk?’ inquired 
Maloney. (It was because he asked embarrassing ques- 
tions like this that they called him Measles.) 

“No,” replied the ad man. “We call it co-operation.” 

“But, nevertheless, it’s bunk.” 

“Co-operation.” 

“Bunk.” 

“Co-operation.” 

“Oh, well—limburger by any other name would stink 
And Measles departed. 


* @ & 


as strong.”’ 


This interview was so unsatisfactory that Maloney de- 
cided to cut further preliminaries and go straight to an 
electrical jobber. In due course, and after many vicissi- 
tudes, he gained a foothold on the lowest step of the 
throne. 

“Troning machine ?—bah!” snorted the jobber. 

“It’s a good machine,” declared Maloney. 

“How many are you selling in this territory? What 
accounts will you turn over to us if we agree to handle 
it?” 

‘““Why—er—none. You see, I’m just starting.” 

“All right, go to it. When you get a demand worked 
up and can make us an interesting proposition, we'll 
listen.” : 

“But, Mr. Jobber, suppose you tell me just what I 
should do to put my proposition into shape to interest you 
—remembering that the machine is a good machine, that 
the margin of profit is generous and that there is a steady 
popular demand for ironing machines.” 

“Well,” replied the jobber, “here’s about the program 
you as a manufacturer must follow: 

“First of all, you must have enough business established 
so that we make money on the account from the day be- 
fore we take it on. Then you must send some salesmen 
into the territory to work with our men and get orders 
for them. Our boys will take your salesmen by the hand 
and lead ’em to the dealers’ stores and introduce them, 
after which your sales force does all the work and hands 
our fellows the orders. 

“After your men get a nice line of business worked up, 
you can take some of them away, but you must leave at 
least one man in the territory to follow up and see that 
we don’t lose any of the business later on. 

“You must give us exclusive rights in this territory, and 
not allow any other.jobber to sell here, but of course if 
one of our men slops over into somebody’s else territory 

. (Continued on page 92) 
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A Contractor’s Version 
of Jobbers’ Salesmen 


Tailor-Made Selling 


This Salesman Tailors His Talk and Arguments to Fit His Customers 
and Their Requirements 


By ROI B. WOOLEY 


to me—“‘he”’ being a shrewd, level-headed contractor- 
retailer whom I bumped into on a recent trip. I wish 
I had been a sufficient speed artist at shorthand to get 
down all his remarks, for those I noted furnished food 
for thought. Presenting as they did the reverse-English 
of jobber selling, his ideas should supply ammunition 
for the ambitious jobber’s salesman, if nothing else. 
We were talking about selling, and salesmanship, with 
particular reference to the jobber, and his “knights” of 
the road. 


i& not putting the thoughts down just as he told them 


The name of a certain jobber came up, dur- 
ing the talk, whereat he broke short off and delivered 
himself of the following: 

“Now there’s a man who is fit to be called a real sales- 
man. To my mind, he is the best known example of 
what a jobber’s salesman should be. He’s the living em- 
bodiment of all that goes to make a regular he-order- 
getter. 
ever expect to be such, from appearances, education and 


And he’s the last person in the world you'd 


I can’t tell you why it is—‘answering my 
But this I do 
know, he has certain well established selling habits which 
But what 
friend lacks in appearance, dress and other essentials he 


other things. 
inquiry’—it just is, because he just is. 
a lot of salesmen ought to be using. our 


makes up in shrewdness, in his original methods of treat- 
ing customers and prospects, to win and hold the at- 


tention and their trade. And he gets the business every- 
where, just as he got mine, because he tells the customer 
about the things he wants to know and sells him what 
he must have for his business. 

“Perhaps the biggest reason for his success has been 
due to his method of individually studying his prospects 
and customers’ business . . . let’s call them all customers, 
because he’s sold pretty nearly everybody in his territory. 
He’s what I call a tailor-made salesman. No, not from 
the fashion-plate clothing standpoint, but from his tailor- 
made methods of handling customers. To go further... 
the difference between this man, and most salesmen is 
that he tailors his talk and arguments to fit his customers, 
and their requirements, whereas the other fellows use 
the common old ordinary ‘hand-me-down’ stuff. Do you 
follow me? Let me give you a simple illustration. 

“A few years ago, as you know, I was struggling to 
shake off the shackles of contractor-dom and get into 
retailing. In those days contracting meant grabbing 
off some lucrative war work, or taking your kit of tools 
and getting a job on the payroll of some more fortunate 
contractor. Well, not hankering after working for some- 
body else, I decided to gamble everything I had—-may- 
be Bill Goodwin’s talk was the thing that persuaded me 
to do it—and become an electrical merchant. I got a 
little place on a fairly good retail street, and enlisted 





























The big surprise and principal feature of the outing and picnic of the Northwestern Electric Equipment Co., St. Paul, Minn., 
held at Wildwood Park, White Bear Lake, on Thursday, July 29, was the burst of speed which H. F. Thomas, president of the 
organization, exhibited in the officials’ race. At the sound of the gun Mr. Thomas got away to a good three foot start on his 
opponents and it looked for a moment as though he would cop the money, but a few yards from the finish several of his younger 
and less hefty associates nosed him out. This picnic was probably the largest so far heid this year by an electrical jobber. 
Four hundred and sixty-five tickets were sold and there was slightly over that number present. The contests, consisting of nearly 
every conceivable kind of picnic sport began at 10:30 in the morning and did not finish until around six o'clock in the evening. 
There was a chance for the kiddies, ladies and men alike to get a chance at the many handsome and valuable prizes, most of 
which were furnished by the various electrical manufacturers which the concern represents. Two special races, one for the offi- 
cials and one for the salesmen, commanded a good deal of attention. Pat Hickey seemed to be the speed artist and the most 
versatile athlete of the day, and, if the contestants for the Olympic games at Antwerp had not already been chosen, Pat and 
Mr. Thomas would certainly have been included in those who recently crossed the Atlantic on the S. S. Matoika. It has always 
been thought that a close family spirit prevailed in the hold of the Northwestern Electric Equipment Co., but the size of the 
turnout and the way in which proceedings were conducted left no room for doubt in the minds of the company’s officials that 
this is an established fact and not a mere conjecture. 
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the co-operation of my jobber. I should add that I 
had been doing business with Blank and Blank, over in 
Columbus—never having even had a call from our sales- 
man friend, who was at that time with a competing 
jobbing house. 

“T got what I thought was a fairly good layout of 
stock, without knowing just why or how, painted up 
the old store, got a girl to do the clerical work, and a 
kid to clean house for me and sat down to wait for busi- 
ness. 

I found tliat 


In fact, no- 


““As is too often the case, it didn’t come. 
people didn’t dash madly in to buy goods. 
body seemed to pay much attention to me. The goods I 
had ordered, at the suggestion of my wholesale friend, 
kept coming in—and the money going out until I thought 
I was about done for. And then, right while I was in 


this fix, along came this man. 


“T don’t mind telling you that he got a mighty chilly 
reception from me. Asking’ me to buy goods at that time 
was like asking a drowning man to turn over and die. 
But he took it all 
good-naturally, saying he’d be round to see me with an 


interesting proposition in the morning. And, in the morn- 


I almost booted him out of the place. 


he was there waiting for me. 
“Before I could say much of anything to him he told 
me to distinctly understand that he had not come to me 


to sell me anything. Of course I put this down as bunk 
of the usual sort. But when we got inside I noticed 
he had no sample-case, no catalogs, or anything. 

“*T want you to listen to me,’ he said, ‘just a minute. 
I think I know what you are up against. If I may be 
so bold as to say so, I know how you feel. I know that 
you're loaded with goods, that you have not acquainted 
your possible trade with your goods or your location, and 
your jobber is calling for money. I’ve learned all about 
you, when you went into business, why and so forth. 
Am I right?’ I allowed as how he was. 


“ec OKT 


Now what I’m going to do,’ he went on, ‘is to see 
that you get off on the right foot. You've got a good 
location here; you’ve been a fairly good success in the 
contracting business, and all you need is some real hon- 
est-to-God merchandising methods to your business. And 
I'll point the possibilities out to you. Why did you buy 
so many cleaners? Was it because you found from 
investigation that you could sell them, or merely because 
your jobber wanted you to take them—well, whether he 
did or did not, take out your pencil—and put down these 
figures. There are about fifteen thousand people in this 
city whose homes are wired. There are eight live dealers 
selling cleaners here, and several who are not live, plus 
the central station which, as you know is almost giving 
them away— 

(Continued on page 62) 





Business Conditions 


YINCE May \st, or thereabouts, there has been a 
(Please note that 


we say “BUYING slump”—not “business slump.’’) 


nation-wide “buying slump.” 


We believe this condition to be entirely psychological. 
It can undoubtedly be traced to the publicity given to 
the wave of “cut-price” sales that recently swept the 
country. This has caused people to wait or hesitate 
before making purchases of other than bare neces- 
sities. 

This “cut-price wave” we believe to have been a 
serious merchandising mistake. The costs of labor, 
materials, etc., are still rising, making it impossible 
to reduce prices of manufactured products, except in 
a very few commodities. The merchant who sold out 
his staple merchandise at a reduced price, is finding 
it impossible to replace it, except at an advanced 
price. In some lines, he is unable to replace at any 
price, as there is still an acute shortage of all manu- 
factured goods as a result of abnormal demand and 


> 


under-production. The pioneer in this “cut-price’ 
movement has already announced the suspension of 
his reduction policy. 

Now to return to this national “buying slump.” 


The 


country has never been as prosperous as at present. 


There is really not a single logical reason for it. 


Practically all labor is employed six days a week, at 


the highest wages in our history. A bumper crop is 


[Abstracted from Altorfer Brothers’ 


How to Meet Them 


Bulletin, The A, B, C of Selling.] 


predicted, at top-notch prices to the farmer. Bank 
clearings are heavier than ever before and the Fed- 
eral Reserve that the 
literally “full of money.” Call-money rates are lower 
than they were three months ago and all statements 


statements show banks are 


by the big bankers are very optimistic regarding the 
financial outlook. 

In short, this “buying slump” must not be con- 
strued as a “business slump,” “business depression,” 
or anything even approximating a “panicky” condi- 
tion. It simply means that the wild scramble upon 

the part of the public for regular-price merchandise 

has changed to a more normal condition of conserva- 
tive buying. 

It is impossible to place your finger on any real 
reason for this “buying slump” except the psycho- 
logical factor of “waiting for prices to tumble.” 

Our conclusions are: 

(1) That the public is not going to BUY electric 
washers in as liberal quantities as before the “cut- 
price wave” but must be SOLD. 

(2) That the dealer who would maintain his sales 
volume must get back of his products with special 
sales efforts. 

(3) That the dealer WHO GOES OUT AFTER 
BUSINESS will not only sell as much as at any time 
in the past, but will also increase his business as a 

result of the inactivity of some of his competitors. 
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Bread and Butter First 


Lighting Business Is the Bread and Butter of the Electrical Industry— 
Appliances Represent the Cake 


By W. E. UNDERWOOD 


first and cake afterwards. The youngsters are fre- 


I any well regulated family, bread and butter comes 
quently inclined to slight the bread and butter and 
gorge on cake, but the old-timers find that good home- 
made bread with real butter is mighty pleasant eating. 
Lighting business is the bread and butter of the elec- 
trical industry while washing machines, vacuum cleaners 
and other household electrical appliances represent the 
cake. Lighting is truly the grand-daddy and ancestor of 
the rest of the consumer demands for electrical equipment. 
When a man has his house wired, you can bank on it that 
he is thinking primarily of light and the chances are that 
the other electrical conveniences will not find their way 
into his household until sometime later. 


This condition means that none of us can afford to 
slight lighting business if we are honestly interested in 
the continued expansion of the electrical age. The job- 
ber’s salesman should be a constant booster for house- 
wiring business, because the newly-wired home is 
immediately a prospect for hundreds of dollars’ worth of 
appliance business for the local contractor-dealer who, 
in turn, is supplied by the electrical jobber. It is true 
that the field for electrical appliances is far from the 
saturation point but it is also true that the present sales 
rate of appliances exceeds the rate with which new selling 
prospects are created, resulting from newly wired homes. 

Taken by and large, about half the people in these 
United States live in the cities and the rest are country 


folks. 


of the homes are wired. 


In the average city, approximately 20 per cent 
In the country the average is 
much lower, something like one home in every 50 being 


electrically lighted. 








Ligutine 1s Truty THE GrRAND-Dappy or THE Rest oF THE ConsumMER DEMANDS FOR ELectTrical EQUIPMENT. 


Probably no other industry in the world has such poten- 
tial possibilities for expansion as has the electrical busi- 
ness and it should be evident to every man in the game 
that it means money in pocket either directly or indirectly 
to spread the gospel of electricity for the home. 

The folks in the country are buying country-home 
lighting plants just as fast as the manufacturers can 
turn them out and are hollering for more. -City folks who 
are not users of the “juice,” need more urging. Let’s all 
help the good thing along. 

Go back a few years in your memory and you will rec- 
ollect when the electric fan was practically the only 
household electrical appliance and at that it wasn’t in 
general use. Portable lamps, even, were not common. In 
those days there was no particular need for base-board 
outlets, but today there is need for one or more base- 
board outlets in every room in the home. And not one 
home in a thousand is really equipped with enough base- 
board outlets. Even the brand new houses have been 
skimped in this respect, probably because the contractor 
Yet 
how easily the home builder might have been sold on the 


was afraid the added cost would lose him the job. 
idea of having plenty of outlets. Here is something we 
must all get behind, conveying the idea to the contractor- 
dealer and showing him how to merchandise the idea to 
the public. 

Actually, the lack of a sufficient number of base-board 
outlets in the average home hurts the sale of lighting 
For example, Mrs. R 





equipment and of appliances. 
has an electric vacuum cleaner which she does not use 
because it is too much trouble to get up on a chair and 
She is not a 


connect the cord to the lighting fixture. 
(Continued on page 80) 


CHESTER 
S'IEBoL.D 












































THE JOBBER’S [A] SALESMAN 









Can You Improve Your Dealers’ 
Stores? 


Here Are Some Good Pointers on Store Arrangement That Salesmen 
Should Pass on to Their Customers 


By C. G. HILL 


OT many years ago there were few classes of 
retail stores which presented a poorer appearance 
and were more ineffectively arranged than those 
of the electrical dealers. To-day some of the best exam- 
ples of retail selling establishments are to be found among 
the electrical shops. The electrical stores average up 
pretty well, too, but by no means as high as they should. 
While electrical merchants boast establishments 


which reflect the last word in attractiveness, convenience 


some 


to both customers and employees, effectiveness of displays 
and in proper suggestion to the shopper there are, in point 
of numbers, many more whose stores lack about all that 
should be found in correctly appointed retail shops. Of 
course there are still the big ‘‘middle class’? shops—the 
ones which are good but might be a lot better. 

In suggesting to the jobber’s salesman, in a previous 
article, that he could be of greater service to his custom- 
ers by helping them on problems connected with store 
arrangement I had in mind these indifferently good shops 
and the very bad ones. 

In many instances, indeed probably in most cases, the 
proprietors of these stores will be found anxious to learn. 
They recognize their need of help. They want attractive 
stores, stores which will make it easier for them to sell, 
but do not quite know how to go about getting them. You 
will find them, as a rule, receptive to your suggestions. 
And by giving these merchants all the help you possibly 
can, remember you will be assisting them to become better 
merchants. They will be able to sell more—buy more. 

It is not to be expected that a man whose principal 
profession is selling electrical specialties and supplies at 
wholesale will be an expert on store arrangement, window 
It is not 
I can’t say that I 


display, advertising and retail merchandising. 
necessary that he should be an expert. 
know anyone who is a real top-notcher in all these arts. 
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ARRANGEMENT OF CONTRACTOR-DEALER’s STORE Were “Con- 
TRACTOR” Ewnp or Business 18 Kept Out or Sicut. Similar To 
\.AYouT SuGGEsTepD BY THE GENERAL Exectrric Co. 


But nevertheless it does not require more than a reason- 
able amount of grey matter and get-up-and-go to master 
the principles of these subjects. Knowing the principles 
the application will be comparatively easy. 

Let’s get down to cases and see what there is to this 
business of store arrangement. 

First of all I believe we should consider the matter of 
“general impression.” The first impression gained of a 
store may be the most lasting one—indeed, the only one. 
Women in particular are apt to judge a store by the im- 
pression it makes on them the very first time they enter. 
I have heard more than one say, “I don’t like So-and-So’s 
—it’s all cluttered up so!’; or, “That shop looks dingy— 
I don’t like to trade there.” There is a reason for such 
impressions; perhaps there are several reasons. What is 
the cause? Find it and remove it. 

A store may have a “cluttered-up,’ 
orderly appearance because— 

(1) too large and too varied a stock is displayed in a 
small space, or 

(2) the stock is not properly grouped and arranged, or 

(3) the show cases, counters and tables are not placed 
in an orderly manner and with some regard for the con- 
venience of the customer, or 

(4) there are too many display cases, counters or 
tables for the size of the store, or 

(5) there is a “forest’’ of fixtures hanging from the 
ceiling—too prominently displayed (often the entire ceil- 
ing is covered with them). 

The merchant himself is frequently too close to his 
work to be able to determine which of these little things 
it is that is causing the trouble. But you, with your out- 
side point of view, can often hit on the troublemaker 
without difficulty. Quite likely the fault will be as ob- 
vious to you as to the customer—indeed perhaps more 


> 


confused and dis- 
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evident because you are interested in knowing why the 
store is not right, while the customer has not the slightest 
concern in the matter. 

Suppose we analyze some of these details—these little 
things which seem to be so important. 

* * * 

The old idea was to show everything one had to sell— 
not merely a sample of each line but the entire stock. 
Some still stick to this principle and if they can’t possibly 
get all the stock into the show cases pile the balance on 
the shelf or under a table 





in plain view so that she who 
shops may see and marvel at the large number of sewing- 
machine motors or heating pads which are carried in 
stock. Now some merchants may say I am wrong, but 
I can’t for the life of me see any advantage in impress- 
ing Mrs. Jones, who has come to buy a milk-bottle warm- 
er, that you have ten more just like it—count ’em—ten! 
If I am interested in buying a pair of shoes I don’t care 
a rap whether the dealer has one dozen or one twelfth 
of a dozen pairs of size 8-D. I can use but one pair at a 
time and right now I can’t afford to buy more than one 
pair at a time! So why should an electrical dealer use 
up his valuable display space to store his surplus or re- 
serve stock? My opinion is that he should not. 

There are exceptions, of course, as in case of a special 
sale on some one or more appliances. Then, like as not, 
the dealer wants to give the impression that he has plen- 
ty of the device advertised. We will rightly make a 
brave display of percolators if it is ‘“Percolator Week.” 
Lamps, too, can be displayed effectively in quantities. 
The lamp cartons of themselves make an attractive spot 
in a well equipped store. But impress upon your dealer— 
customers the importance of using their show rooms to 
display merchandise, not to store stock. 


I once criticised a dealer for displaying his entire stock 
of irons. His reply was, “But I want to give impression 
that I have a large stock of irons.” Why? He was not 
selling them in dozen lots. Mrs. Housewife did not care 
whether he had three irons or fifteen, so long as he had 
one for her. 

Another exception to the rule applies to staples and 
certain quick sellers which must be kept within reach and 
which move rapidly. A fair stock of these articles should 
be kept out either on shelves, in drawers or in cases. 
But if they are on shelves see that they are kept together, 
neatly arranged and always clean and fresh in appear- 
ance. 

If your customer is a contractor-dealer you may find 
that he wants to display his porcelain receptacles, sockets, 
wire, knobs, tubes and other such material. By all means 
his displaying the “‘raw material” which goes into a wir- 
ing job than for the artist to advertise his firofession by 
showing an assortment of paint, paper and canvas. The 
customer is only interested in the finished work. He is 
not buying so much wire, so many sockets. He wants a 
wired home. 

Ané, by the way, there is one point which you will do 
well to emphasize: impress upon your contractor-dealer 
customers that if they would have an attractive retail ap- 
pliance store they must keep the work shop and all that 
pertains to the wiring branch of the business out of sight. 
All right to talk about the wiring business, but don’t try 
to make a store display out of a work shop. One reason 
why a woman buys electrical goods at a department store 
is that she feels more in her element; she is surrounded 
by an atmosphere with which she is familiar. By the 
same token she avoids an electrical store which suggests 


the plumbing shop or a machinist’s. 


(Continued on page 75) 











Electrical League of Cleveland Holds Get-Together 


CIENTIPIC organization and whole-souled co-operation whe reby each group would respect the function of the other, was the 
theme of “Bill” Goodwin’s headliner speech at the get-together meeting of the Electrical League of Cleveland at Camp 
Nela, Nela Park, the evening of July 22. Mr. Goodwin is merchandising counselor of the General Electric Co. He urged 

a better knowledge of fundamental business principles, the sale of the electrical idea so that more money would be forthcoming 
to finance a business that is growing by leaps and bounds, greater standardization and scientific distribution in order that a 
majority of the people in the electrical business will be free to create. Ernest McClery, past president of the N. A. E. C. & D., 
urged greater specialization in function of the manufacturers, jobbers, contractors and retailers. He urged electrical men to 
sell service so that goods once sold will stay sold. P. B. Zimmerman, publicity manager of the National Lamp Works, is presi- 
dent of the Electrical League of Cleveland which is recognized as being one of the livest electrical organizations in the United 


States. Many of the business practices now recognized as fundamental had their origin in the Cleveland league. 
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The Easiest Way to Sell 


Interview with a Successful Salesman Who Sells by 
Avoiding Doing the Opposite 


Reporter's Note: I remember hearing as a kid that the easiest 
way is always the best way, but the real significance of that 
saying never quite got to me until my good fortwne led me to 
ask this man for his views on selling. He talked about selling 
but the point he makes applies to much else besides—everything 
from sharpening a pencil or kissing a girl, to getting names on 
the dotted line. 

By the way. this man delayed departing on his vacation by 
several howrs in order to give me this story. My train was very 
late and I missed connections with the train to his city, but I got 
him on the long distance phone and explained the situation and 
he arranged to make «a slight detour and meet me at the junc- 
tion point. A regular he-man, that fellow, I'll say. 


“6 OME on; we can eat while we talk. I’m hollow,” 


he said as he popped out of the car and made 
“Too bad 


that you missed connections; I should liked to have taken 


tracks for the station dining room. 


But we'll do the best we can 
under the circumstances. Let’s sit here. Waiter!” beck- 
oning to one of the ilk who was hovering in the offing. 

“Your letter made it perfectly clear what is expected 
of me. Besides, I 


read THE Jos- 


more time for this job. 


BER'S SALESMAN 
regularly and 
have enjoyed 
immensely the 
interviews you 


have had with 


other salesmen; 
so it will be easy 
for me to hew to 
Unfor- 


tunately, though, 


the line. 


what those others 


have said has 
been so well said 
and covers so 
much ground that 
I find myself left 
with but one new 
point I can make. 
But I'll give you 
that one and per- 
haps it will prove 
satisfactory. Just 
the same, though, 
I had 
the 
first who were in- 


I wish 
been among 
terviewed —those 
chaps had a 
cinch, witha 
clean slate, so to 
speak, upon 
which to write. I 


By INTERVIEWER 





pity the man who comes last; he’ll have to go some to find 
something new to say. However, let’s to our mutton.” 
‘“‘Now it has been emphasized in your interviews, I have 
observed, that ‘pronounced improvement in the selling art 
almost invariably is preceded by a pronounced change in 
methods, and I believe that is so. Advancement in the 
knowledge and art of selling is by jumps, so to speak, 
rather than by measured progress of so and so much each 
day. At least, that is the way it has worked out in my 
case. One goes to bed having an understanding of selling 
rated, let us say, at forty per cent and wakens up con- 
scious of enlarged understanding of the game that calls 
for a mark of fifty or sixty per cent. 
verifies that theory, which reminds me that I must tell it 
to you without further palavering or there'll not be time. 
“My first big eye-opener came to me while on the train, 


My own experience 


speeding home for the Christmas holidays. I was in any- 
thing but the proper holiday spirit; had had a rotten trip, 
one of many such, 


and was feeling 


blue as_ indigo. 
Moreover, I knew 
that the fault 


somehow lay with 
me—TI was smart 
enough at least to 
know that. My 
territory was the 
same in which 
other fellows 
were making 
good; and I had 
no desire to fool 
myself into think- 
ing that the goods 
or the prices were 
wrong. No, it was 
squarely up to me 
and I knew it. It 
was late in the 
afternoon of a 
bleak winter day 
when I got 
aboard the train 
and slumped into 
a seat in the day 
coach, too dis- 
gusted with my- 
self to think even 
about 
ing the Pullman 


interview- 


conductor regard- 


“He Hap Hop or THe TREE By THE Top.” ing a berth. I can 
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eame to me vo 


recall now and with a smile that the idea 


punish myself for my shortcomings as a salesman by sit- 
ting up in the day coach all night. 
But I was very much in 


I was very young. 





though he had been pointing his finger at me while he 
was talking, because I knew the name of one young sales- 
man who certainly had not learned the knack of taking 
their 


his tasks by right 





earnest too. I was head 


HIS 


over heels in love with the 
best girl in the world and interview 
just naturally had to get 
ahead; and I was 
pletely puzzled, I may say, 
to account for my lack of 


com- 


success. It had _ been 
drilled well 
success comes to those who 
work for it—the harder 


they work, the greater the 


into me that 


success, and so on. No 
one could say that I had 
not worked. 


indeed, I came to the end 


Frequently, 





graphically tells the 

story of one man’s struggle for success. 
He generously passes on the wisdom that he 
gained as the result of a heroic fight. 
with considerable pride that we present this 
interview to our readers. 
another salesman, on a different subject, 


will appear next month. 


end. The trouble was that 
I did not know where that 
The af- 


fair of the boy had broken 


end was located. 


the old man’s reserve and 
he seemed inclined to talk, 
ae and, nothing loathe, I en- 
It is couraged him to do so. If 
the old man had been born 
a few years later and been 


An interview with in his prime today he un- 


doubtedly would _ have 
achieved prominence as an 
efficiency engineer. Dis- 
covering the easiest and 





best way to do things had 





of the day too tired and 

done out to do more than write my girl a postal card, and 
my sleep was broken by dreams of selling this or that 
man who had turned me down during the day. I men- 
tion those things merely to show that I was doing all that 
I knew how to do to make good and that my failures were 
not due to any lack of trying. 

“You know how liberal used to be the policy about 
allowing passengers to make almost a baggage car of the 
day coaches on our far western roads? Well, anyway, a 
woman and a boy, evidently her son, got aboard the car 
ladened like pack horses, the boy dragging a fairly good 
sized Christmas tree in his wake. The woman headed 
for a seat well towards the front of the car and the boy, 
evidently a bit excited, tried’'to keep up with her but was 
prevented by the tree, which became entangled in the 
seats. He had hold of it by the top, and if you know 
anything about that kind of tree you will understand that 
his progress was not only slow, but, also, a source of 
much merriment to some of the passengers, myself in- 


cluded. 


branches would have folded down against the trunk and 


Drawn along with the butt of the tree first, the 


made progress comparatively easy, but holding it as he 
did the branches locked unyieldingly against the seats— 
well, if you have ever seen Charlie Chaplin get himself 
tangled up in a step ladder or a steamer chair you can 
imagine the troubles of that kid. 

“I was enjoying the performance hugely but without 
thought of going to the kid’s assistance, when an elderly 
‘The 


‘You’re mak- 


man sitting across the aisle from me spoke up. 
easiest way is the best way, son,’ he said. 
ing trouble for yourself; take the line of least resistance 
—let the tree go the way it wants to go. Here, let me 
show you.’ And with that he reversed the tree, showing 
the boy how much easier it could be drawn in that posi- 
tion. The boy was grateful of course, but decidedly 
chagrined over his mistake and the attention he had at- 
tracted, and the old man came to bat again. ‘Never mind, 
bub,’ he said, ‘lots of your elders haven't learned the 


knack yet of taking their tasks by the right end.’ 


I felt just as 


“You could have bought me for a cent. 





been a lifelong hobby with 
him and he had learned a lot, including a mighty deep 
insight into the principles of selling, of influencing 
others, although his attention. was to the power of the 
written, rather than the spoken, word. But to get on— 
he gave me the name of a college professor who taught 
at a school just a few hours’ ride from my home, and 
urged me to go and see him and ask his assistance regard- 
ing my selling problems. I had opened up to the old 
man of course and told him of the difficulties I was hav- 
ing in booking satisfactory orders. 

“IT hunted up the professor as quickly as I was able 
and laid my case before him, telling him of my talk with 
the man on the train and of my great need to discover 
better ways of effecting sales. That was a long time ago 
and I have done so much reading and studying since that 
time that I am apt to get my authorities mixed; so I will 
not attempt to quote literally. Anyway, the first thing 
he did was to show me wherein and why my great anxiety 
to make sales was acting as a barrier to my doing so, by 
causing me to unconsciously try to force my prospects to 
buy, rather than leading them to do so. Also, he proved 
te me that my frantic desire to make sales blinded me to 
the need for diplomacy, and caused me rather to assume 
a belligerent air which aroused similar emotions in my 
prospect. And he explained, too, how my anxiety lest I 
fail to sell was imparted also to the prospect and worked 
against my completing the sale. 

“Many of the things that the professor told me are 
just a bit too complicated to get across in a brief talk 
like this, but there is one thing he told me, and which I 
have developed considerably myself, that I do want to 
make clear. It bears rougly the same relation to selling 
that jiu-jitsu does to wrestling. The Japanese wrestler 
is taught to turn his opponent’s efforts against himself 
and to throw him by giving a different course to those 
efforts. My idea of selling is very much similar, to meet 
force with diplomacy and to draw my prospect away 
from his position of opposition, rather than to employ 
mental force to that end. 
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Adventures of Hardluck Sam 


Our Hero Has An Experience in 
Second-Hand Cars 


USHING around a busy corner in the downtown 
R district, a tall, ungainly individual collided vio- 

lently with a prosperous-looking man hurrying 
along with a grip in his hand. Both bristled up, and 
glared, then the glare faded into an astonished stare of 
mutual recognition. ‘Well, I'll be golswizzled!” cried 
the man with the big rock in his tie, “If it ain’t old Hard- 
luck Sam!” “Hello, Phil,’ said the other sheepishly. 
Phil, taking in Sam’s look of suppressed excitement, asked 
sympathetically : bullets 
“No,” replied Hardluck, a bit resentfully, ‘‘it’s 


“°S’matter, Sam, dodging 
again?” 
owning a second-hand car that makes me look this way.” 

“What's the matter with the car?” was Phil’s natural 


query. Hardluck’s face went a dull purple. “Phil, come 
and look her over, and if you can find an ailment known 
to mechanical surgery which she hasn’t got, I'll buy you 
a T-bone steak if it takes my last fifty dollars. It almost 
breaks my heart to think of Sam Lloyd sitting up nights 
creating puzzles, when he could stump the world with my 
bus. If it wasn’t for the loss to the world from Tom 


Edison losing his mind, I’d let him try to figure it out.”’ 


“T named her Clover Leaf. You remember, Phil, how 


the conductor used to tear through the train: ‘Anybody 


got a piece of string? ‘The engine's broke.’ Come to 


think of it, I've seen lots of worse looking cars. I remem- 
ber where I seen ’em, too. It was in France, nine Fords 
and a Dodge ambulance, and a big shell had lit right 
‘em. She’s got three speeds, slow, slower, and 
Outside of the fact that the throttle shuts off the 


lights, the magneto refuses to mag, and that someone 


among 
stop. 


dropped an anvil on the carburetor, there ain’t a thing 
right about her.” 

“T'll never forget the first time I headed out of the 
stable. 
alley, when all of a sudden I stopped. 


home I was rounding a telegraph pole in the 
Engine roaring 
and everything Jake, but I couldn’t budge. I gave her 
more gas, and heads began to come out of windows, most 
One 


“Try the next pole,’ she says 


of ‘em ex-service men, looking for the machine-gun. 
of ‘em was Friend Wife. 
Curses! I looked overboard, 
I got out of that all 
I left him 


his wagon, but I scraped off nine dollars’ worth of carrots 


sweetly, ‘it looks weaker.’ 
and sure enough, I was anchored. 
right, but I had to pass a peddler in the alley. 
and a case of cantaloupes. Now we don’t dare take vege- 
tables from him for fear he’ll poison ‘em.” 

“T figured I was Jinxed, so I thought I’d have her 
stolen. I put on a swell tool-box, a new spare tire, and a 
fine laprobe in the seat to make the thing worth while. 
They stole the tool-box, tire and robe, but left the car. I 
gave up then and went out on a trip, after telling Friend 
Wife to let all the neighbors’ kids play with matches in 
the garage.”’ 


“IT got to K. C. and began to feel sane again, when I 


got a wire from the boss to come back. I landed home 
at night, and felt fine till I looked out the back window 
Then that big lump came back in my 
I was 


in the morning. 
throat, and I had a bad case of Gasoline Blues. 
putting on my collar when the doorbell rang, and of 
course I edged up to the window and listened in. There 
was a big, swell-dressed goof talking to Friend Wife, 
and when I caught his drift I hung my ear out farther.” 

“What do you think his story was, Phil? He was the 
guy who sold my boat to the dealer. Before that him and 
his family was on a picnic, and his wife foolishly stored 
a package of jewelry and knick-knacks in the rolled-up 
curtains in the top of the bus, without saying anything to 
him, and forgot ‘em. Some bull. He said while they 
wasn’t of no special value, still he would pay a reward if 
he was allowed to extract em. That's where I got in 
high. I skinned down the back steps, into the garage, 
and ripped them curains down in a jiffy. Just as I sus- 
pected, a big, fat roll of bills, which I just had time to 
shove in my jeans when here comes Friend Wife, leading 
His Nibs to the hidden treasure.”’ 

‘“‘He never turned a hair when he seen me but tells the 
tale over again. I gave Friend Wife the sign to pull her 
freight and leave him to me. Then I told him, gently but 
firmly, that there wasn’t no curtains with that car when I 
bought it. He I edged between him 
and the door and asked him .once more, soft as velvet, if 
he was the guy who run that bus before me. He swears 
to it. Well, Phil, it all come over me what I'd been 
through with that man-eating concrete-mixer. I took a 
long breath and unbelted a haymaker that knocked him 
off his pins and under the running-board, flatter than a 
dead frog in August. Then I stepped over behind the car 
and took a slant at the roll. Boy, I nearly fainted in my 
tracks! All brand new fives, and every doggone one of 
‘em COUNTERFEIT!” 

Phil’s jaw dropped, and he passed his hand over his 
“Well, of all the rotten luck I ever heard!” he 
exclaimed weakly. Hardluck, with a queer little smile, 
drew his hand from his pocket and shook an immense roll 


insisted there was. 


forehead. 


of bills under his friend’s nose, growling like a playful 
terrier. “But,” gasped Phil, “those are not counterfeit!” 
“Counterfeit your eye!’ laughed Sam, “that’s the reward 
for nabbing that shover of the queer. Well, so long, Phil, 
I gotta be going. See you later.” 

“Wait a minute, Sam,” urged Phil, “what are you going 


“HOME HELL!!!” was 


I’m going to dyna- 


to do with it—buy a home?” 
the joyful reply, “I gotta home now. 
mite that thrashing-machine and buy a Seagoing Six!” 





In one way or another every active person works for 
somebody else. : é : : : : : 
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If you'll look closely you’ll see a man with his collar off and shirt turned in just to the right of the swing 
above. Well, that’s M. A. (Mart) Buehler, sales manager, Western Electric Co., Minneapolis, Minn., who had 
his “gang” out for a little spree. Mart was in charge of f estivities; consequently the busy look. 








Above are a few of the pluggers of The McGraw 
Co., Omaha office, out for a day’s recreation. The 
beaming face on the extreme right belongs to A. J 
Cole, vice-president and general sales manager. 













This gentleman so popular with the kiddies is 
John F. Gilchrist, president, Federal Electric Co., 
Chicago, at the company’s recent housewarming. 
These are the children of employees. 


Courtesy Leslie’s 
Above is a remarkable electrically operated 
motion picture camera which photographs pro- 
jectiles in their flight. Above Photos @ U. & 
Above are the remains of Erner 
& Hopkins Company’s building at 
55 Chestnut street, Columbus, O., 
which was demolished by fire on 
the morning of last Aprii 1. “No 
April fool joke,” says M. A. Pix- 
ley, president of the company. 


To the left is an “owl” clock 
which stands over the Circle thea- 
ter in Indianapolis, Ind. It works 
only at night, the numbers and 
hands being illuminated by elec- 
tric lights. 






Photos © U. & U. 

Miniature electric train used by the Canadian 
army during the war for bringing supplies up to 
the front. These trains could attain very high 
speed. 
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Above is an electrically driven pipe- 
threading machine recently develgped 
by a Toledo concern. Much time is 
saved, it is said, by its use. 


Above, in the foreground, the biggest engine in the world, a Westing- 
house 100,000-hp. tripple compound turbine in the power house of the 
Interborough Rapid Transit Co., New York City. 


ne 


Above Photos @ U. & U. 

Beautifying the back by electricity. 
Here is shown how it is done in Lon- 
don, England, with English vibrators. 
These treatments are popular in Lon- 
don. 


As many of the railroads of the country will appear when potential 
water power is developed. Above is an electric locomotive (Westing- 
house) pulling an oil train on the Sand Springs Railway in Oklahoma. 











6 SF, j] i 
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\ ball game, ladies’ egg and spoon race, pipe race, ladies’ three-legged race, wheelbarrow race, hobble skirt race, bag race, 
dinner and dancing were the features of the day on the outing of the Pettingell-Andrews Co., 160 Pearl street, Boston, Mass., 
at Nantasket beach, Saturday, June 12. The majority of the company’s large organization of 250 employees attended and as 
W. A. Peterson, who was in charge of the occasion says, the affair was a great success. (See next page.) 
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Several types of “Silent Guides” have « Those who cannot afford a 


been installed in Europe. In the one above, real “gray mare” can _ kid 
in London, various colored lights appear on themselves along by buying 
the map which tells the stranger how to get one of the above electrical 
to his destination—all at the mere pressing horses. 


of a button. 


The “Volt Girl,” appearing at present on the Eng- “ainda Se Ss 
lish stage, allows 2,500,000 volts of electricity to pass 
through her body. It’s not a fake, either. Figure 
it out for yourself. 











A battery of high-powered searchlights used as a coast How Berlin’s elevated and subway motormen and 
protection against German submarines and airplanes dur- guards are receiving special instruction in the rudi- 
ing the war. They are manned by United States ma- ments of electricity. Here they are learning the work- 


rines. ings of the controller. 











Pettingell-Andrews Picnic. Prizes were awarded in the various events of which the officials of the organization were the 
judges. Neat little programs containing little remarks about the various officials and employees were distributed. Chicken 
dinner and dancing, it was said, made a very enjoyable ending to a perfect day. 
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Out for a breath of fresh air in 
the first of a fleet of electric 
storage-battery-driven chair cars 
to be installed in the New York 
Zoological Park. 






An example of the ruthless pillaging done 
hy the Boche during the World War. Above 
are thousands of motors and generators taken . al a) ee, nl | 
by the Germans from French and Belgian fac- } ~ j 3 
tories. They have been recovered by the Allies. 
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Men and boys are not the only ones who are being instructed in 
wireless telegraphy and telephony. Here is a class of girls learn- 
ing the phenomena of electricity at a New York branch of the 
ow. C. A; 














In 1917, fifty young 
women studied medi- 
cine at a New York 
medical college in order 
to be able to offer their 
expert services in case 
of war (and we all know 
to what good use they 
put their knowledge). 
Above is shown how 
they learned the admin- 
istration of the violet- 
ray treatment. 






The geophone and how it is used. After a 
series of important tests with the geophone (a 
listening device invented by the French during 
the war to detect and-locate enemy underground 
operations), the Bureau of Mines, Washing- 
ton, D. C., announces that this delicate instru- 
ment may be put in use in mining and other in- 
dustries. 













Photos@ U.& U. 
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Thought Stimulators . . 8) av isso 


T is foolish, of course, to attempt to make compari- 
I sons of the relative importance of labor, capital and 

management. 

One cannot exist without the others. 

But the following incident may throw some light on 
the importance of management as a factor in a business 
success: 

A bank director recently showed me a statement in 
which the growth of the bank was traced through a 
period of years. 

These figures indicated that, beginning three years ago, 
a remarkable thing occurred. A host of new customers 
began to patronize the bank and deposits almost doubled 
within a single year. Each year since then has shown a 
decided improvement over the previous year. 

The beginning of this period of growth exactly coin- 
cides with the inauguration of a new man as president of 
the bank. 

It appears that the former president was-a cold and 
dignified recluse who thought he held his job by divine 
right. He seldom spoke to the employees and only infre- 
quently did he allow a customer in his office. 

Under his management the bank made no progress; 
under new management the bank made the best showing 
of any in the city. The board of directors remained the 
same; the employees remained the same; the capital in- 
vestment remained the same. 

Thé management was the only thing that changed, so 
it is to the management that the credit must go. 

The bank director who related this incident also told 
about his experience with a long-established company 
located in a small Ohio town. 

This company manufactures farm implements, and has 
been in business almost a half century. The management 
descended from father to son without much thought on 
anybody’s part. The banks sort of carried the business 
along, the line of credit having been established by 
tradition. 


One day, however, the banks decided that the company 
was moving backward rather than forward, and notified 
the men at the head that they would have to clean up 
their loans. 

They first undertook to sell an issue of preferred 
stock, but in this they were unsuccessful. Their next 
move was to employ a general manager, a man who had 
made a fine record in other businesses. 


Within a month after this man began work the officers 
of the company were able to reestablish their line of 
credit. Business improved and profits are now better 
than they have been at any time in the last twenty-five 
years. 

Few changes have been made in the personnel of this 
organization, and the capital investment has not been in- 
creased. 

Management, therefore, must receive credit for the im- 
provement. 


You may draw your own conclusions from these two 
incidents. 





Charles M. Schwab sums the matter up this way: 
“Whenever the question comes up of buying new works 
we never consider whether we can make the works pay. 
This is a foregone conclusion if we can get the right man 
to manage them.” 


* * * 


ERE are some thoughts on eating—and not eating: 
All efficiency of production begins with human 
efficiency. 

Human efficiency begins with proper eating. 

Nearly everybody eats too much. 

Proper elimination is just as important as nourishment. 

It is a good thing to eat bulky food like vegetables and 
whole wheat bread with added bran in order to aid 
elimination. 

Eat meat, but not too much of it. It is too concen- 
trated and without enough bulk to eliminate itself alone. 

Beware of greasy foods. Grease on foods is a diges- 
tion-proof film. The gastic juices‘cannot get at the food 
to digest it. 

The same bodily energy otherwise used in digesting 
food of this sort can be used to more advantage in think- 
ing and acting on your thoughts. 

Chew your food; don’t bolt it. 

The same energy used in digesting food that has been 
swallowed whole can better be used for thinking and 
working. 

The reason people feel stupid and heavy after a big 
meal is that all their energies are being consumed in 
digesting that food. 

The reason so many of us can concentrate and think 
better late at night or in the early hours of the morning 
lies in the fact that the stomach is empty, and the bodily 
energies are not being consumed in food digestion. 

A cold is a pretty good sign that we are full of clink- 
ers—eating too much. 

We can starve out pretty nearly any of the common 
ailments like indigestion, sluggish liver, colds, bronchitis 
and the common skin eruptions by three-day fast. 

What we think is hunger is mere emptiness. 

During a fast, keep filled up on water to relieve the 
feeling of emptiness. 

Eat liberally of oranges and grape fruit to eliminate 
the past accumulation of clinkers. 


Health and ill health is all a battle between the good 
and bad germs in the body. By fasting the bad germs 
are eliminated by starvation. They are consumed while 
only the good germs have the strength to survive. 

During a fast partake of no stimulants, tea, coffee or 
tobacco. 

It is easy to quit smoking after a fast—the desire is 
soon eliminated. 

During a fast do not eat until you are sure you are 
hungry. 

The whole object of a period of fasting is to give the 
digestive and eliminative organs a rest and starve out 
all that is the matter with us. 
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NEWSPAPER editor asks me to answer this ques- 
tion: 

If you had your choice, would you live in the present, 
100 years ago, or 100 years hence? 

I am ready to express an opinion: 
in the present. 

I have been on this planet over a third of a century, 
and this has been long enough to teach me it is a waste 
of time and a vexation of spirit to indulge in idle day 
dreams of opportunities to come, or in morbid memories 
of opportunities missed. 

We all owe reverence to the past, and we have a duty 
toward the future. But we are of the present, and it is 
NOW that counts with us. 


I prefer to live 


Happiness lies in ourselves. We can talk across the 
continent now, and men couldn’t do this 100 years ago. 
Do you think they enjoyed life any the less? One 
hundred years from now our descendants may be talking 
to Mars. Will the men of that day be any the hap- 
pier? 

Don’t let us fool ourselves. 

The opportunities to enjoy life, to express ourselves, 
to amount to something, are as plentiful now as they 
have ever been, or ever will be. 

* * * 
HE best advertising costs nothing in money. 
Because it can’t be bought with money. 

Every job well done is a good advertisement for the 
man or company doing it. 

The telephone girl with a smile in her voice is a 
good advertisement for herself and the company that 
employs her. The courteous treatment of salesmen and 
other visitors is a good advertisement. 

Rudeness, sloppy work, mistakes, failure to keep prom- 
ises—these will drive away work faster than published 
advertising will bring it in. 


A man ‘read a series of bank advertisements which 
told how this particular bank welcomed a new customer; 
how the officers were always “glad to talk it over’; 
how small accounts received the same attention as large; 
accounts, etc., etc. 

So the man decided to open an account with an initial 
deposit of $1000. A teller referred him to one of the 
vice-presidents. 

As he approached this officer’s desk he observed that 
a customer was being handed a stiff bawl-out. When the 
customer had been properly trimmed, the vice-president 
turned to the man and asked him what he wanted. 


“1 was thinking of opening an account here—,” began 
the man. 

“You'll have to maintain a balance of $500,” snapped 
the vice-president. 

“No I won't,” said the man, “because I’m not going 
to open an account here after all. I don’t like the 
place.” And he left. 

This was a case of talking one policy and practicing 
another. 


The man who wrote the copy for this bank’s published 
advertising was probably well paid, but his salary and 
the cost of the space would have been better spent in 
teaching the members of the bank’s organization—espe- 





cially this vice-president—the first principles of a mod- 
ern business transaction. 

It probably cost the bank $15 to bring that prospective 
customer around to the point where he walked up to 
the vice-president. That officer threw $15 to the winds 
the minute he opened his mouth. 

Is there any sense to such a procedure? 
common it is! 


And yet how 


+ 2 


OMEONE has called New York a city of con- 

trasts. 

And so it is. 

It makes little difference to New York whether her 
visitors are highbrows or lowbrows, cultured cosmopolities 
or rough-necked provincials, tightwads or spendthrifts. 

She can give them all what they want. 

Fine art stores flourish alongside postcard shops. 

A five minutes’ walk separates you from a jewelry 
store where they sell $100,000 necklaces and a shop 
where nothing is priced at more than ten cents. 


You can spend ten dollars for your dinner at any of 
fifty hotels and resaurants, or you can go to as many 
little table d’hote places, just around the corner, and 
get a wholesome meal for 60 cents or a dollar a plate. 

For amusement there is the Hippodrome, seating 
thousands, or a cosy little theater where four hundred 
is the capacity. 

Deep-cushioned, luxurious limousines and squeaky 
runabouts fight for the right-of-way on Fifth Avenue. 

Stogies are displayed in the same case with Havana 
perfectos at $1 each. 

Twenty and thirty story skyscrapers are sprinkled 
among two and three story shacks. 

If I were an artist and had to translate the spirit of 
New York City onto a canvas, I think I would make 
these contrasts the dominant note. 

It seems to me that in these contrasts we catch the 
real spirit of America. 

It’s contrast that makes Lincoln live in our minds: 
that it should be possible for a country boy, a rail- 
splitter, with almost no education, to rise to the presi- 
dency of the United States. 


* * * 


FTER a customer has made a purchase, a clerk 
frequently says: “Is there something else I can 
show you?” 

This is against every principle of good salesmanship. 

What the clerk might better do is to suggest some 
article, and make the suggestion form a desire to see 
that article. 

The average person is too lazy or hasn’t the time to 
think for himself. The salesman must think for such 
people. 

Selling is a profession just as useful, respectable and 
important as the law or medicine, and a young man en- 
tering the profession of selling must expect to do some 
studying—not out of books, perhaps, but in observation 
and inquiry. 

From observation and inquiry come knowledge of goods 
and people. 

Knowledge of people comes only from contact with 
them. In time, a wide-wake salesman gains a large 
fund of knowledge about human nature. 
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MEN YOU SHOULD KNOW 


Frank H. Stewart, 


AST month there appeared in these colunins the 
biography of a jobber described as being of an 
entirely different type. This month, however, we 

have the honor of re-introduc- 
ing to the electrical jobbing 
fraternity a jobber of siill an- 
other type, one of an extremely 
versatile mind, a man familiar 
to all who have been connected 
with the electrical industry for 
any length of time. This man, 
a leader in his calling and a 
pioneer in his field, is Frank 
H. Stewart president of the 
Frank H. Stewart Electric Co., 
Philadelphia, Pa. 

On the commercial side of 
the electrical industry or the 
side generally known as _ the 
jobbing branch, Mr. Stewart 
stands as one of the leaders, 
one of its founders and build- 
ers who have contributed their 
life’s efforts so generously to 
the erection of a great busi- 
ness from a few straggling, 
struggling but earnest electri- 
cal merchants. Frank H. 
Stewart is one of those job- 
bers who started during hard 
times in the face of odds, people uneducated to the uses 
of electricity and unconvinced of its practicability with 
little capital and nothing for assets but an ideal and a 
will and yet who won out and placed this commercial ficld 
high upon the list of the many industries of this great 
country. 

Among Mr. Stewart’s many individualities and aside 
from his electrical tendencies is his deep interest in the 
study of genealogy, history, numismatics and pre-historic 
man. He has an accurate record of the genealogy of his 
own family as well as others and is justly rather proud of 
having descended from old colonial stock. He was born 
on his father’s farm in Manningtown Township, Salem 
County, New Jersey, on May 7, 18738, and is, as mentioned, 
of an old colonial family the proper spelling of whose 
name is “Steward,” the first ancestor being Joseph Stew- 
ard who came from Cheshire, England, in 1682, to the 
Delaware River in the good ship “Submission.” It will 
be noted here that, though Mr. Stewart’s ancestry is of 
31d colonial stock, his ancestors are not included in the 
many thousands who came over in the Mayflower, accord- 
ing to the statements of many proud families. 

His father was Eli Stewart and his mother, Mary E. 
(Burnett) Stewart, daughter of Capt. Samuel L. Burnett 
of Port Republic, N. J. The first ancestor of his mother 











Frank H. Stewart 


President, Frank H. 
Stewart Electric Co. 


in America was Thomas Burnett of Long Island (1643). 

In 1896, Mr. Stewart married Miss Rose Kirby of 
Woodstown, N. J. Her ancestors of the Kirby line were 
early settlers of Plymouth 
Colony, Mass., having mi- 
grated to America just ten 
years after the Pilgrim fathers 
first set foot on Plymouth 
rock (16380). 

Frank H. Stewart was edu- 
cated in country schools in 
Sharptown, Halltown, and 
Woodstown, N. J., clerked 
four months in 1890 in the 
Rogers store at Sharptown, 
graduated from a_book-keep 
ing course in Prickett’s Busi- 
ness college in 1891, and then 
worked for four months as a 
clerk in the office of the Phila- 
delphia Item, a newspaper, 
meanwhile re-entering upon a 
complete stenographie course 
in Prickett’s Business College 
in Philadelphia from which he 
was graduated at the head of 
his class in May, 1892. 

Business associates of Mr. 
Stewart say that this business 
course at this institute, coupled 
with an inherent understanding of basic principles, prob- 
ably contributed more to his success than anything else,, 
for it is here, they say, that he acquired such a firm grasp 
on business fundamentals and cost accounting, the side of 
his business that commands a great deal of his attention. 
There probably is no electrical merchandising house in 
the country having a more complete and accurate costing 
system than Mr. Stewart’s. 

It is the accurate determination of the cost of handling 
sales, employees corroboratively affirm, that has made him 
so successful, financially and otherwise. The smallest 
sale is accurately costed before being billed and the occa- 
sion is as rare as a snowstorm in August when the Stew- 
art company loses money on a sale. 

To go back to the chronological progress of events we 
find that in May, 1892, at the close of his school days, 
Frank began work with O. D. Pierce & Co., electrical 
dealers and contractors, at the salary of seven and one- 
half dollars a week, but well equipped for advancement 
with a good education in bookkeeping and stenography. 
He continued there until that firm dissolved in January, 
1894. During the last year of his service with that com- 
pany he worked as a traveling salesman selling electrical 


supplies. 


(Continued on page 68) 
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Practical Psychology for Busy Men—IV 


OU’VE heard the saying, “ds a man thinketh in his 
7 heart, so is he,” of course. Anyway, you know 
it now and will do well to believe it too—it’s true 

as gospel. But— 
The big consideration is this: 
what do you believe in your heart 


By THOMAS FULLWOOD 
What Do You Think About Yourself 


avoid hitting some obstruction—a tree probably—into 
which you piled full steam ahead. You tried your 
level best to steer clear but into it you went, didn’t you? 
And you know now of course why you hit it—because 
you were thinking of doing just 
that. Thoughts of that mishap 





about yourself? Are your we 
thoughts habitually of an opti- 
mistic or pessimistic trend—cou- 
or timid, generous or 
noble or ignoble? 


rageous 
selfish, 

Don’t evade that question nor 
pass it by as being too trifling 
for your serious consideration— 
it’s your health, happiness and 
prosperity that are at stake. So 
you've reasons a-plenty for be- 
ing certain that your regular 4 
trend of thought is helping, and | 


a series 


talks on 





MMoealih 


HIS is the fourth of | 


minute, common-sense 
Health—your 
most valuable asset. You 
are overlooking a real bet 
if you pass up this dope. 
Watch for this depart- 
ment each month. | 


coming to pass set in motion a 
chain of subconscious activities 
that conveyed the necessary or- 
ders to nerves.and muscles and 
into the tree you went, despite 
your objective efforts to do the 
contrary. 

That tree well symbolizes the 
many mishaps and difficulties of 
life that we struggle to avoid yet 
fall into, because we keep think- 
ing of them and dreading doing 
| the thing or getting into the 


of 12 five- 








mot hindering, your natural de- 
sire for health, happiness and 
prosperity. And unless your eyes already have been 
opened to the potency of your thoughts to affect your 
wellbeing it is more than likely that the prevailing 
character of your thinking is negative, because that is 
the general tendency—the way of our upbringing, in 
many instances. And you know how the mental habits 
of childhood are likely to prevail for long after we delude 
ourselves that the things of childhood have been put 
away. 

Recall the times that you have heard parents caution- 
Hasn’t it usually been so that the 
character of that advice and instruction has been of a 
negative, rather than a positive, character? For instance, 
don’t drop it—don’t cut yourself—don’t fall—don’t 
break it—don’t take cold—and an endless string of 
other such trouble-brewing instruction. Try putting that 
instruction into positive terms and the very difficulty of 
your task will convince you that the general trend is 
That, think you, is in the mind of one who 
gives such advice. Certainly not the expectation that 
the best of fortune will attend the child’s activities. 

When one looks steadily on the bright side of things 
there is then no tendency to court disaster by calling 
visions of its happening to mind. Thought precedes 
action and if it is negative in character or anticipates 
that the worst, rather than the best, fortunes will attend, 
the result actions are influenced accordingly. So is it 
any wonder that with the tendency to look upon the blue 
side so generally prevalent—is it any wonder there’s 
so much misery, and. misfortune in the world? 
Think over that. 

Perhaps at some period of your life you learned to 
If so, you will recall first attempts to stay 
you strove to 


ing their children. 


negative. 


sickness 


ride a wheel. 
aboard that bicycle and how frantically 





fix that inspires that dread. 
Particularly does that apply to 
matters of health. 

Do you live in dread of this or that ailment of affliction 
besetting you? Do you look upon your good health as 
something controlled by the decree of doctors or the whim 
ef circumstances? Do you subtract the years that you 
have lived from the proverbial three score and ten, and 
estimate your chances accordingly? Those are negative 
forms of thought, all potent to materialize the very things 
which you wish to avoid and you cannot afford to take 
such chances. 

Sell yourself on your rights to enjoy the best of 
health and success, and your thinking accordingly. If 
you wish to avoid the “trees” of this life don’t think 
of them at all—think rather of the open places and 
of a safe, successful and happy journey through life. 
Doubt may come knocking at your mind now and then 
but bid them begone; think of the other side, the positive 
side. Blue and vagrant thoughts have no more right 
to lodging in your mind than has the tramp who comes 
to your door a right to the best room in your house. 

Have a mental house cleaning—throw out all that’s 
negative. 





We can comfort ourselves while listening to some vaude- 
ville musical acts by thinking what the melgnpers went 
through while they wuz practicin’ up. 


What's become of the big medicine euphoard Vent eae 
to be the pride of every family? : : : 


While the world does not owe every man a living, yet 
society does owe every man an opportunity. 





When the fire bell rings most of us hope it’s a big one. 
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Over “The Back-Yard Fence” 


Whether the participants be two housewives trading experience over the picket fence, 
or two modern “cliff-dwellers” chatting over the afternoon tea, the old-fashioned “back- 
yard fence” still symbolizes a personal experience more honest than any printed testi- 
monial and of much greater influence than any other form of advertising. 


“The Back-Yard Fence,” if you please, is an advertising medium in which no space 
can be bought save by the golden coin of Satisfaction Given. 


Satisfaction implies the keeping of all promises, the fulfillment of even the implied ob- 
ligation. The purchaser must not only be pleased with the appearance of a Westing- 
house appliance, but each appliance bearing the Westinghouse trademark must please the 
user by perfect performance day after day and month after month. 


To this end Westinghouse has devised and put into every-day operation among its 
dealers the most liberal service plan now available to the electrical merchant. 


As a jobber-salesman sell the Service Plan 





Westinghouse Electric & Mfg. Co. 
East Pittsburgh, Pa. 
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The Flivver Had Bad Eyes 

OWARD the close of the recent 
European war, the United States 
government established in upper New 
York state a hospital for gassed and 
shellshocked patients. 
had the knowledge that they were to 
the the 
grounds, I was still unable to ascer- 


Even though | 


remodel buildings and 
tain who would do the buying of the 
material.or just when they intended 
starting work. 

One day, however, when I was in 
the gas office in the city in question an 
army officer came in and purchased a 
couple of ranges, giving an order for 
them against this U. S. government 
hospital. 


lead. 


That, at least, gave me a 





Was Dorne ConsIDERABLE CussING. 


Following him down the street to a 
garage, the proprietor of which was a 
noticed that the 
captain purchased a pair of auto head- 


customer of ours, I 


light lenses to conform to the state 
laws. He attempted to put them on 
himself but when I walked up he was 
getting farther along with his cussing 
at the poor innocent tin can than he 
So I 
volunteered to help, letting him know 
that, had sold the 


lenses to the dealer, I was quite famil- 


was with getting the lenses on. 
inasmuch as I 
iar with their installation. He very 
willingly allowed me,to try my luck 
and of course they Went on very read- 
ily. As I was putting them on I let 
him know I represented a real elec- 
trical jobber. 

He had been about ready to go to a 
more distant city to procure his elec- 


trical equipment but in about two 


hours after lunch I had a very sub- 


Little stories of 
unusual sales ~as 
toldiby' salesmen. 


stantial order for supplies and the as- 
surance that we would hear from him 
on the remainder of their require- 
ments. 
case>all through the good old flivver 


Such has proved to be the 


lenses. 
Earl H. Hamblet. 


* * * 


As Woolworth Does It 


LANDED this order by putting into 
operation the gist of an article I 

read in the May issue of Tur Jos- 
BER'’S SALESMAN, on stock turnover. 

Up in New York state, I happen to 
have a customer to whom it seem: I 
could never sell current electrical de- 
vices which netted a small margin of 
profit. I had been pushing this par- 
ticular line for several months, but 
actually seemed to get nowhere, al- 
ways receiving the same answer, “I 
don’t care to handle them; there is no 
money in them.” 

The next time, however, I called on 
this fellow, I had along with me my 
small data book containing a number 
of examples and illustrations from the 
column of “Thought Stimulators” in 
Tue JospBer’s SALESMAN. 

Before this, I had been selling this 
fellow goods along the appliance line, 
such as washing machines, small mo- 
tors, percolators, etc., which at each 
sale netted him a tidy sum. 

My point was to finally convince 
him of the demand for such smaller 
articles, and to show him where real 
money came in by selling them, due 
to the large amount he would sell... I 
contrasted the sale of an_ electric 
washing machine to that of sockets, 
switches, receptacles, ete. Mind, not 
at any time did [I detract’ from’ the 
sale of these, but boosted 4yhem, and 
took these’ in as a side line. 

I pointed out to him where he could 
sell. a thousand or more ‘of such ar- 
ticles to that of one washer, and in 
turn” have mgre-money made than he 
would from his specialty line only. 


However,he ‘yebused to. be fully 
















convinced, although I knew he saw the 
truth of the argument. 

By way of a clincher on what might 
be termed my advantage, I extended 
to him an invitation out to dinner 
which he kindly accepted. Here we 
talked along on different everyday 
topics, and in all he seemed to be 
more friendly toward me. 

On returning to his store I managed 
to pick out a route which led by a 5 
and 10 cent store. 

I resumed our former conversation 
on stock turnover, and brought up the 
candy question. 

When we reached the 5 and 10 cent 
store, I asked him to accompany me 
in, just to put my example into a 
tangible form. 











He Ixxiusrratep His Porn. 


We walked around the store, noting 
the different articles on sale, mostly, 
the hardware line, dry goods line, etc. 
Then we ambled along toward the 
outer part of the store to the candy 
counter. 

Luckily enough, there were a con- 
siderable number of buyers clustered 
around, and, while standing here, I 
asked Mr. Dealer if he clearly saw 
my point and noted the difference. 
He assured me he did and gave me 
the pleasant duty of furnishing a list 
of stock for his censorship. 

But .tg, make a long stery short I 
left with a very substantial order and 
I have been receiving them ever since. 

,We may-read these articles and say, 
‘great’ stuff,” but, yntil we try them 
out, we never know how -far this 
“great stuff” actually goes. 

John A. Cafferty. 


abe # #o * 
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Factory and Main Office of Steel City Electric Co., Pittsburgh, Pa. 


View showing recent addition at right which will enable us 
to increase production and give greater service to the klec- 
trical Industry. 


Industries are ingrained with the characters of 
their founders and directors. Products partake 
of the character in kind, quantity and design, 
of the men responsible for them. Even the 
personnel of organizations reflects the ambi- 
tions, ideals and methods of those who direct 
them. 


Have You Our Catalog No. 33? 


Stee! City 4 : 


1207-1219 Columbus Avenue 
Pittsburgh, Pa. 
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An Old Trick Exposed 


S I approached a contractor's 

store in St. Paul, I ‘caught a 
glimpse of the proprietor sitting be- 
hind a roll-top desk and looking into 
space. As I entered the door, he, 
thinking he was unobserved, pulled a 
bunch of papers from a pigeon-hole 
in the desk and when I came to the 
desk he was apparently very busy 
looking over those papers. I knew the 
trick of old but ignoring it I smiled 
a cheery “Good morning.” 

The customer gave me a cold glance 
and asked, “What can I do for you?” 
In this moment, I analyzed the man 
and taking the tip I remarked—‘“‘You 
can give me about five minutes of 





Give Me Five Minutes. 


your time,’ which of course suggested 
to him that he take out his watch. He 
did, and, replacing it, granted me the 
time, remarking that he could spare 
“only five minutes.” 

I opened my sample case and gave 
him a necessarily brief talk on the 
devices and their utility. During those 
five minutes of rapid-fire talk I 
watched my man very carefully and I 
noticed that his eye lingered longest 
on porcelain material. To test this I 
took up an especially thin piece of 
porcelain and called his attention to 
the translucence of the porcelain, and, 
my five minutes being up, I closed my 
sample case and started for the door. 


I csssieussrenmaressesensianniiiieeseipensiiauiseiigsieissaiadenstilinieiicasesiil” 


— 


He called me back and asked if | 
knew anything about porcelain and | 
assured him that I did. He then 
asked me if I would tell him of its 
manufacture, etc. I told him I would 
be glad to but I regretted that I was 
cramped for time and must be on my 
way. 

The ice was broken: he immediate- 
ly came off his high horse and prom- 
ised that if I would tell him something 
of the manufacture of porcelain, he 


would give me all the time I wanted 


to show him our line. 

We then sat down and I went 
through the interesting story of porce- 
lain from beginning to end and the 
customer then urged me to go 
through the line again with him. 

The result was a man’s size order. 

This proved to me that the cus- 
tomer is ofttimes more impressed with 
the romance of your line than he is 
with the hard, cold talks on standard 
package quantity and utility. 

Frank A. Driscoll. 


* * 


Pe 


Got the Dealer’s Confidence 

UST a few weeks ago I learned 
J that one of our local contractor- 
dealers contemplated going into the 
appliance business. Knowing that I 
had two competitors making a hard 
fight against me, I prepared myself 
for the battle to secure ‘““That Order,” 
realizing that there was a good order 
in store for someone. Determined 
that the some one might just as well 
be myself, I steered a straight course 
for his store. 

I had an interview with the dealer 
but the thought uppermost in my mind 
was to make a good impression from 


the very start. Before I talked abeut 





Tell Us How You Landed The Order 


Write a letter telling how you secured an order in the face of difficulties; or how 
you overcame some obstacle that other salesmen may be confronted with. An in- 
cident that may seem simple to you may help the other fellow land. 

If you want the suggestions of your fellow salesmen you must do your part by 
giving them the benefit of your experiences. And— 


We Will Pay $5.00 For Every Letter Published 







the appliances to be sold, I made 
some suggestions about his store which 
had to be remodeled. 

I told the dealer of our financng 
plan and its benefits and then volun- 
teered to help him price and arrange 
his stock when goods were delivered. 
Furthermore, I explained fully our 
method of furnishing him with the 
proper advertising matter, prospects 
and helping him sell, also training his 
force to sell our goods. At no time 
did I over-estimate to this dealer for 
over-estimating is a bad policy. | 
simply stated facts and showed him 


‘what he might expect. 


The rest was easy for this dealer 
asked me to make a list of what | 
thought he needed. I did this but in 








Herren Lay Our His Srore. 


doing so I did not attempt to load 
him; I just put down goods he could 
readily sell. After assuring the 
dealer of my personal services and co- 
operation together with price lists, 
catalogs, etc., he decided to place the 
order with me. As he expressed it, 
“T’ll leave it to you.” Right here [ 
decided to load him to the muzzle with 
all the help possible and to stick to 
him to the finish. Helping and keep- 
ing on helping the dealer always gets 
the re-orders. 


B. S. Smith. 





Mas 
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The machine which justifies 


every claim 





14 Pounds of 
Dirt 
from si Ox 12 rug 
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A sample of advertisements 
which sell to millions 
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66 OU all know Charlie Slicker. 
He has done as much for the 
trade as man alive. 


electrical any 


Charlie ‘failure-proof.’ 
Nothing discouraged him. . The hard 
trial of handicaps was his meat. And 
the way he pulled it over on old Pills- 
telling,” remarked 
Jones when it came his turn to take 


was always 


bury is worth 


up the round of stories. 

“Charlie was always a great fisher- 
He’d fish up stream on the 
heels of any man. 
away the biggest string, but always 
modestly disclaimed any right to the 
biggest yarn. 


man. 
He always brought 


in all its 
Remember one evening 
the fellows inveigled him into a hill- 
side game. Forewarned they slid in a 
marked deck on Charlie. Charlie 
played a careful losing game until 
dusk came along and took a hand. 
Then the marks indistinct. 
Full houses and straights came Char- 
lie’s way. 


“Charlie knew Poker 
divers stages. 


became 


He used them to clean up 
That night a sadder, wiser bunch 
bade Charlie a cool farewell. 

incidents are sufficient to 
acquaint you with Charlie’s method. 


“Those 


He was a clean-up man from the word 
‘Go!’ 

“A few years later saw him man- 
ager of a large electrical concern. 
Pillsbury was his biggest competitor, 
he had launched a big advertising 
The 


usually a 


campaign. trade leery. 


Charlie, 


was 


big advertiser, 











divisional 
and jobbers’ lamp salesman at 
Camp Nela, Cleveland, O. Pretty 
for some people! Note the 


meeting of 


Outdoor 


sott 


way they are draped around. 


> ) 3 





— = => 
bought little space. Pillsbury’s cam- 
paign was a whirlwind. Everybody 
believed that he had caugltt Mr. 
Slicker asleep. The campaign created 
a great demand for the product. 
Then something slipped. Pillsbury 
couldn’t deliver the goods demanded. 
Production had slumped. Distribu- 
tors, jobbers and consumers pleaded 
with Pillsbury to get them goods. 
But Pillsbury was tied hand and foot. 
He couldn’t deliver. 


“Then along came Charlie Slicker 
with his squad of high pressure sales- 
men. They cleaned up the field on 
Pillsbury’s advertising. 

“Sometime later at a convention, 
Pillsbury cornered Charlie. ‘Well, 
Charlie, asked Pillsbury, ‘what do 
you consider the essential factor in 
successful merchandising?’ 

‘Advertising, remarked Charlie 
quick as lightning, ‘your competitor's 
advertising, and once again Charlie 
Slicker played true to form.” 

* * * 


of AD an experience up in Min- 
nesota last month that 
confessed Johnson. “It 


has 
me twisted,” 








At Camp Nela recently, friend 
Cedarburg of the Western Electric 
Co., New York City, received a 
rather forced bath at the hands of 
his cronies. 

















was more confusing than one of those 
‘Meet ’er and kill a what’ puzzles that 
the electrical trade is trying so hard 


to make clear to busy housewives 
these days. 

“What 
percentage of profit do you make on 
your merchandise?’ I asked him. 


“I was calling on Olsen. 


‘‘ “Percentage ?’ he inquired blankly. 
‘How the hell do you think I’m to 
know? I’m too busy to bodder my- 
self about them things. What I buy 
fer one dollar I just sell fer two, an’ 
don’t do no worrying about anythings 
like percentages of profits.’ 

“This was a new one on me and 
took the wind out of my sails. .Per- 
centage of profit was our chief sales 
argument. It’s pretty hard to play a 
banjo when the only instrument pro- 
vided is a harp. So it was up to me 
to do a little clarifying. I began to 
explain to Olsen of Minnesota ‘Per- 
centage of Profits.’ 

“IT talked and illustrated and then 
repeated the process. A thirty dollar 
order will net you twenty-five per cent 
I explained for the hundredth time 
by way of example. 

Finally he confessed that he under- 
stood. Then a shrewd look stole into 
his eye. 
make twenty-five per cent on 
dollar order, hey? 

“You do,” I replied. 

“You won't back out on that, hey?” 
“T will not.” 

“I kin just order as many as I 


“You 
thirty 


~ 


want, hey? 








Man overboard! Pity the poor 
rooky during initiations at Camp 


Nela—glub, glub—going down. 
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Your Keystone Ironers 
Are Now Coming 


The perfected ma- 
chines are already 
being shipped. 


Present enormous 
production schedule 
will soon be increased 
to take care of heavy 
demand. 











To the jobbers who have borne with us while we were perfecting 
the Keystone Ironer, we are pleased to announce that carload ship- 
ments are now being made daily. 


Although we regret those delays exceedingly, they seemed neces- 
sary to us, because we always felt that it was to your best interest, as 
well as our own, to make the Keystone Ironer perfect in every detail 
before offering it to the public. 


Our engineers and our officials gave the final O. K. several weeks 
ago, and production was begun on a large scale. 


To the jobbers who have not as yet arranged to handle the Key- 
stone Ironer, we wish but to call attention to the fact that it is the 
“easiest to operate.” There is not another machine on the market 
that can compare with it in simplicity, ease of operation, and high 
character of results. Write or wire. 
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“Surest thing. 

“Then just put me down for one 
hundred and twenty dollars worth of 
Four times thirty is one 
Four 


dem things. 
hundred and twenty dollars. 
times twenty-five per cent is one hun- 
dred per cent, ain’t it, hey?” 

“Ha! Ha! Ha! You fellows just 
think you're smart. But I guess you 
can’t fool Olsen.” 

Just then a customer came in for a 
pair of Everlasting wire twisters. 

‘‘Here you are. Won't ever wear 
out. Can’t ever break. Give you a 
new pair if they do for nothing. Sel- 
dom get so much bargain. Better take 
two pairs,” Olsen advised shrewdly. 

“By Yiminy that’s right,” agreed 
his fair-haired countryman, And he 
did take two pairs. 

So I concluded after ali that Olsen 
would make out all right. 

Figures had nothing to do with 
Olsen. 

* * * 
ae W HAT do you think of the in- 
stallment planr’”’ 1 asked 
the electrical dealer. 
He 


then took the center of the stage. 


smiled at me for a moment, 

“Why I can remember when only 
books were sold in the installment 
plan. Every home was taken over 
once or twice. Then furniture dealers 
‘caught on’ and began stocking our 
rooms with Glistening Golden Oak. 
Installment buying fell into disrepute. 
Then came the electrical appliance 
There was a stiff 
opposition to meet and break down. 
But we won. 

“Take for instance the case of Mrs. 
Brown. Her case is typical. Just 
seld her a mangle this afternoon on 


installment drive. 


the installment plan. Last week she 
made her last payment on her wash- 
ing machine. 

“For Mrs. 
had a laundry woman come in to do 
her washing. She paid her a_ nice 
daily wage, furnished her with one 
meal, paid her car fare, and gener- 
ally missed a garment or two after 
each visit. The whole thing cost her 
in the neighborhood of $18.00 per 


several vears Brown 


month. Then along came the flu smit- 
ing Mrs. Brown and the two children. 
Bridget refused to Dirty 
clothes accumulated. The Browns 
were up against it. Finally in desper- 
ation Brown came in to inquire about 
a washer. I outlined our easy pay- 
ment plan. Brown was astonished. 
Bridget’s wage would pay for the 
washer. And in less than a year it 
would begin to pay dividends. ‘Say,’ 
he cried after a moment, ‘that machine 
will save me $216 a year, that’s the 
interest on $3600 at 6 per cent. Why 
didn’t you explain this proposition 
to me vears ago?’ 


come. 


“Brown bought. 


came 


When payments 
had expressions of 
gratitude from the Browns. They 
sold more washing machines for us 
among their friends than we sold on 
our own hook. And every customer 
became in turn an unofficial member 
of our sales force. 
monthly to make payments they 
bought their other electrical needs 
from us. 

“You ask me what I think of the 
installment plan?” He led me to 
the door, “See that new building going 
up over there? Well, that belones 
to me, and my partner, Mr. Good 
Will. We've been associated ever 
since I inaugurated selling on the in- 
stallment plan.” 

* * * 


Wet the hardest proposition 
that I ever encountered was 


selling washing machines,” said Simp- 


due, we 


son. “Our competitor was a wise old 
owl. He was one of these Progres- 
sives. He stole a march on us, and 


put a nice pink-cheeked woman out 
in the field. Swell had 
against such a competitor, as long as 
electrical stores 
handsome young men—you know ‘em 
Al! 


“Tt was an up-hill job all the way. 


chance I 


were manned _ by 


Wore out more shoes than order books 

and lead pencils, I’m telling you.” 
“Why didn’t you marry her, you 

chump?” interrupted Morgan. 
“Chump yourself. Did last June,” 


replied Simpson. 


And coming in 


“Then pulled the prize boner, I 
suppose. Put a sprag in the wheels. 
Curtailed the distribution of efficient 
labor savers. Happily married—have 
her cooped up in a neat little kitchen- 
ette stewing over a pot of corned beef 
and cabbage, eh?” 


> 


“Chump again,” answered Simpson, 
“we're both on the road now. Work- 
ing in absolute harmony. Covering 
the same territory. Calling on the 
consumer direct. I follow three 
weeks later on the good wife’s heels. 
Only she’s still selling washing ma- 
chines while I’ve switched to man- 
gles. She tips me off on prospects, 
and I come along and sweep the coin 
into the coffers. Jointly we do four 
times the business that we did sepa- 
rately.” 

“Matrimony pays then?” broke in 
Harris, throwing aside his cigarette. 

“Tt does,” Simpson replied. 

“Say, who handles the cash in this 
partnership you’re running?” Brown 
inquired. 

“The wife,” Simpson revealed. 

Then three old Batches sadly shook 
their heads and nodded off into a 
snooze. 


* * * 


OU know Smith of the Smith 

Electric Supply Co. The Smith 
who does his advertising under the 
slogan, “Do It Electrically.’ 

Well, you know how hard he is to 
reach. He’s seldom in to a salesman. 
We had been peppering him with ad- 
vertising but there was no response 
from Smith. 

I went down to see him last Tues- 
day. He wasn’t in. 

At the hotel that afternoon I re- 
solved to take a chance. So I sat 
down and wrote him—I was afraid to 
call him because what I had to say 
would not sound well. 

So I wrote: Mr. Smith we ought 
to see one another. 
an interview. There’s only one way 
to do it. “Do It Electrically.” Call 
me on the ’phone, Main 396-W. 

And sure enough, the next day he 


did. 


Let’s arrange for 








next one you hear. 


ELP us make this department of maximum interest. 
about the boys in the trade. 


If humorous—so much the better. 


We want true stories 
Send in the 
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HOYT 





For over thirty years, this name has stood for ex- 
cellence in design and construction of ELEC- 


TRICAL INSTRUMENTS. 
The HOYT LINE offers you: 


Dashboard } Voltmeters 

Miniature S witch- | ond 
board s f Ammeters 

Large Switchboard | 

Portable ) A. C. and D. C. 


A METER FOR EVERY NEED. 


Appreciate these points: 


As the electrical industry expands the demand for 
instruments grows—the fields are too numerous to 
mention. 


Standardization has reduced the selling difficulties 
to a minimum—precise technical knowledge is not 


necessary to sell HOYT METERS. 


Once you have mastered a few details, it is a real 


pleasure to sell HOYT QUALITY. 


We are prepared to give you all possible assistance 
and co-operation. 


Our prices meet competition on quality merchan- 
dise and the profit to JOBBER and DEALER is at- 


tractive. 


YOU, your HOUSE and your CUSTOMER will 


profit greatly by the sale and use of HOYT 
METERS. 


Complete catalog, our new pamphlet 
Hunting Down Electrical Troubles 


and other literature, designed to help all users of 
electrical instruments will be sent on request. 














For Automotive Work: 


The Rotary Meter 


A compact, rugged, ac- 
curate combination volt and 
ammeter—it will do what 
six instruments will do. 


(1) 


(2) 


(3) 


(4) 


(5) 


(6) 


Size 
Can 


Will measure a_ total 
voltage of 30 volts—for 
the total generator or 
battery output. 


Will measure 3 volts—a 
range used on single cells, 
and for locating short 
circuits, etc., in generators. 


Will measure 90 milvolts 
—for detecting slight 
grounds, open circuits, 
etc. 


Will measure 30 amperes 
—a range needed when 
measuring total of gen- 
erator output or lamp, 
horn and other electrical 
loads. 


Will measure 3 amperes 
—for individual loads. 


Will measure the current 
taken by the starting mo- 
tor, by using the EXTER- 
NAL SHUNT in connec- 
tion with the 90 milvolt 
range. 


about 414”x3”x2” high. 


be carried in the pocket. 





BURTON -ROGERS CO. 


SALES DEPARTMENT for HOYT ELECTRICAL INSTRUMENTS 


755 Boylston Street 





Boston, Massachusetts 
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Comforts 


The Division of Home 
hnd Conveniences of the North Caro- 
lina State Highway Commission, has 

issued a series of 


Seven Good six leaflets on 
Reasons “Country Home 
Comforts and 


Conveniences.” 

The nature of its 
electricity is stated in the item on 
Power,’ from 


promotion of 
“Electric Light and 
the first number of the series: 

1. Every farmer needs electric 
light for safety, for a fire means the 
loss of a barn or home or both. In 
addition he has the advantage of the 
best light and a reduction in the fire 
insurance rate. 

2. The 
possible to install a complete water 
system in the farm buildings togeth- 
er with a hose for washing the auto- 
mobile, etc., and for the garden dur- 


electric motor makes it 


ing dry spells. 

3. With a motor-driven buzz-saw 
all the wood sawing could be done as 
the logs are brought in during the 
winter months. 

t. Milking is hard work, and an 
electric milking machine will do the 
milking in a shorter time and better 
at a few cents per hour. The same 
motor will also separate the cream and 
churn the butter. 

5. Such jobs as corn-shelling, cut- 
ting ensilage, chopping feed, sharp- 


ening mower blades, corn knives, 
axes, sevthes, etce., can be done at 
home, saving time that should be 


spent in the fields. 

6. In the home, washing, ironing. 
sweeping, mixing bread, freezing ice 
cream, sharpening knives and numer- 
ous other jobs can be done with little 
effort for the 
farmer's wife to enjoy life as her city 


and leave more time 
sisters are doing. 

7. oe 
other appliances that will increase the 
of the 


toaster 


addition there are many 


comforts and conveniences 


household, such as_ fans, 
stoves, bread mixers, water heaters, 
ete. 


The University Bureau of Exten- 


farm 


High-Brow 
Stuff 


gas 


an 








s. 
’, 
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ertinent Sales Facts and 


Figures 
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sion will furnish tree of charge en- 
gineering assistance in selecting, pur- 
chasing, installing and operating elec- 
tric light and power plants for farm 
home and farm community uses. 


Tell these things to the farmers, 


when you have them together, regard- 
ing the installation of farm lines or 


lighting plants. They know 


(most of them) that they need elec- 


his memory or note book. 
all good advantages for the offense. 


* * 


* 


tricity but they don't realize how 
badly they need it. So tell them all 
it will do and take note of where some 
help can be obtained, and suggest to 
the dealer that he write these facts in 
They are 


The result of the British eclipse 


expeditions to Sobral, in Brazil, and 
the island of Principe, off the coast 


of Africa, in non- 


light 


has 


of light to weigh an ounce. 


The cost of light as supplied 


and _ electric 


ounce, 


light 


The sun rains down 


technical language 
is to prove that 
weight 
in proportion to its mass, as matter 
has, but it takes an appalling amount 


by 
companies 
works out something like $50,000,000 
160 
tons of light on the earth each day. 


There are two theories of light— 


the corpuscular and the undulatory. 


The corpuscular supposes that light 


is composed of a stream of particles 


shot across space with great velocity. 


ton who himself suggested that 


straight path. 


This is not accepted now, but was 
the theory held by Sir Isaac New- 


it 


would be in consonance with the law 
of gravitation that light, in passing 
the sun, would be deflected from the 


In the early part of the nineteenth 
century the corpuscular theory gave 


place to the undulatory theory, which 
supposes that light is a wave motion 


in the ether. 
pothecated for the 
light. 


transmission 


Of late years it has gradually ap- 


Ether is a medium hy- 


of 





peared that matter is electrical in its 
nature, and that its mass is the elec- 
tro-magnetic energy bound up in its 
atoms. Its weight, though not iden- 
tical with its mass, bears a definite 
proportionately to its mass. 

Light is a form of electro-mag- 
netic energy, and _ therefore has 
mass, but the question to be solved 
by the eclipse expeditions was 
whether light had weight. If light 
had weight as well as mass, it would 
be deflected on passing near the sun. 

Of recent years, however, a new 
gravational theory has been put for- 

yard by Prof. Einstein, a Swiss, and, 
according to this theory, the 
flection would be twice as great. 


de- 


The eclipse expeditions went in or- 
der to determine whether light was 
deflected at all or not, and, if de- 
fected, whether it was according to 
the Newtonian or the Einstein law. 
for that! Whether you 
believe in the Einstein theory or not 
is immaterial and has as little bear- 
ing in the lamp game as does your 
religion. We are selling manufac- 
tured light and we know its rays are 
straight—hence we can easily shoot 


So much 


them, by means of a reflector—down 
here where we need ‘em mostly and 
not let any of the valuable rays 
(worth fifty million dollars an ounce) 
escape and be wasted. 


* * * 


While standing in a telegraph of- 
fice the other day waiting to send a 
dun to headquarters for an additional 
75 iron men, I no- 
ticed a little cir- 
cular on the coun- 
ter at the top of 
which stood out in big type ‘Success 
in business is merely a matter of 
The telegraph com- 
pany meant, of course, that to speed 
up your business use the telegram. 

These words “speeding up” might 

It might 
mean “step on er” or “hurry up” 
but on top of these is a still deeper 
meaning, ‘too important to pass up. 


Speeding 
ee 


speeding up.” 


mean a number of things. 
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You Sell Protection When 
You Sell (T) Safety Switches 


Here is a Trumbull “Circle T” Fusible Safety Switch equipped with 100% Safety Shield. When 
this shield is used it is impossible to touch a live part. That's real protection. 

And remember—when you sell Trumbull ‘Circle T’’ Safety Switches you are selling switches—not 
boxes. There's a difference. 


THE TRUMBULL ELECTRIC MFG. CO. 


PLAIN 
New York isa VILLE, CORN. — Siesten Extract from data book 


114 Liberty St. 40 S. Clinton St. 595 Mission St. Philadelphia ‘pose? oa sa 

















Illustration from our salesman’s data book that will explain the Trumbull superiorities. 
Write for your copy. 
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There are a lot of men with latent 
talent and ability in selling who are 
idly drifting with the stream of letting 
the crowd carry them wherever it 
will. But to succeed you've got to 
speed up—get ahead of the throng. 

In the electrical jobbing field, with 
the multiplicity of items to be han- 
dled, learned, memorized and sold, it 
is an easy matter to slow down, “take 
orders,’ and drift along with the 
crowd, especially in these days of the 
seller’s market where he who has the 
goods gets the order regardless of 
his ability at salesmanship. 

Times are changing, though, and the 
man who has been the laggard will 
find himself up against a stiff propo- 
sition bucking the other fellow who 
has speeded up and kept going. What 
is the secret of the success of those 
men at the head of the electrical job- 
bing field—or any other field? Mere- 
ly this: they weren’t content to ooze 
along with the crowd—they speeded 
up—got ahead of the other fellow 
and stayed there. It’s easier to stay 
ahead than to catch up. 

How was the war won? By speed- 
ing up transportation, ship-building, 
troop training—because the whole 
country was speeded up. So throw 
‘er in high, step on ’er, get ahead of 
the other fellow—and don’t take your 
foot off. 


* * * 


Homer Rutledge, assistant fire mar- 
shal of the State of Michigan, is 
placarding the entire state with atten- 
tion-getting bulle- 
tins showing the 
fire loss in Mich- 
igan for 1919. 
Among the table of causes is found 
an item of $1,500,000 charged against 
defective electrical wiring. 


Promote 


Safety 


Fires from electrical causes, accord- 
ing to recent estimate by the National 
Fire Protective Association, resulted 
in a loss in 1919 of $25,000,000 com- 
pared $16,559,433 in 1916. 
These figures are contained in a bul- 
letin entitled “Hazards of Domestic 
Electric Devices.” 

Mr. Jobber Salesman, a tip! Pub- 
licity of this kind hurts the industry. 
People begin to fear electricity. To 
use these facts in a sales way, a live 


with 


salesman should sell more conduit, in- 


closed externally operated safety 


switches and inclosed cut-out boxes. 
In fact, the State Fire Marshal of 
Michigan has just issued a ruling re- 





quiring that all electrical installations 
hereafter in the state be made safe. 
Capitalize on this ruling! 


* * * 


Is it going to grow? That’s the 
vital question of all business connec- 
tions. Are you thinking of getting out 
of the electrical 
game and perhaps 
sell automobiles or 
something tempor- 
arily a little more remunerativé than 
motors and wires? ‘There are mo- 
ments in every salesmen’s life when 
he feels that he could do 50 per cent 
better in another line. But will that 
“line” grow? 


Electrifying 
the World 


The following pertinent facts show 
but one angle of our future poten- 
tialities. We've just started to elec- 
trify the world. 

It is estimated that somewhere near 
150,000,000 tons of coal were con- 
sumed by the railroads in the year 
1917. Now we know from the re- 
sults obtained from such electrical 
operations of railroads as we already 
have in this country, that it would be 
possible to save at least two-thirds of 
this coal if electric locomotives were 
substituted for the present steam-loco- 
motive. On this basis, there would 
be a saving of over 100,000,000 tons 
of coal in one year. 

Twenty-five per cent of the total 
amount of coal which we are digging 
from the earth each year is burned 
to operate our railroads, under such 
inefficient conditions that an average 
of at least six pounds of coal is re- 
quired per horse-power hour of work 
performed. The same amount of coal 
burned in a modern central power- 
station would produce an equivalent 
of three times that amount of power 
in the motors of an electric locomo- 
tive, even including all losses of gen- 
eration and transmission from the 
source of power to the locomotive. 
Where water-power may be utilized 
all of the coal used for steam-loco- 
motives can be saved. 

And again we find from a govern- 
ment bulletin what is yet to be done 
in the matter of motors: 


Flectric 
Horse- 
Industry— Horsepower power 
All industries, except mining.......22,547,574 8,847,622 
Agricultural implements ........... 121,428 83.117 
ee 112,929 61,657 
Bread and other bakery products... 107,771 86,779 
Brick, tile, pottery and other clay 
ED so cnn cesanedeet hen soe 470,758 95,080 
Butter, cheese and condensed milk. 130,862 23,061 
Canning and preserving............ 120,004 28,438 








ina st iweb bers eatin 336,516 
Ns ee ee 55,823 36,941 
RE TEL. 1,585,953 12,903 
A a a ae 114,281 65,266 
ae 822,384 150,248 
Foundry and machine shop products 1,129,768 896,894 
Ice and refrigeration............... 461,983 50,546 
Lumber and timber products....... 2,796,902 306,540 
OE ass 5 ce ahold s coin cre 4,699,910 723,727 
Petroleum refining ................ 128,468 38,614 
Printing and publishing............ 235,210 283,206 
Salt manufacture ................. 29,007 7,742 
Slaughtering and meat packing..... 260,996 122,956 
doe te, a eer ere 36,708 17,871 
oe. ole ET TE een 113,246 2,769 
i ie WE EY oe Re 49,666 24,016 


“A thrifty old lady of Hull, 

Whose intellect seemed rather dull, 
When reading one night 

To economize light, 

Put luminious paint on her skull.” 


Perhaps the old 


False lady had the right 
Economy idea after all. She 

didn’t expect to 
economize. What she really was 


after was diffusion and her method 
was a knockout. 


Did it ever occur to you that light 
is the one commodity in which econ- 
omy is extravagance? This seeming 
paradox is nevertheless quite true. 
The factory which economizes on light 
does so at the expense of production, 
a far more costly commodity. Not to 
mention safety and spoilage, both 
largely dependent upon light. 

The factory which does not at- 
tempt to economize on light really 
does economize on all the other fac- 
tors which greatly offset the small 
saving which would be the result of 
a false economy of light. Tell them 
so. 

* * 4% 

A little placard placed in the store 
of the Frank H. Stewart Electric Co., 
Philadelphia, Pa., reads: 

Stewart's 
Trade 
Every 
Where 


A Good _. 
Always 


Reminder 
Returns 

To 
Stewart 


This little notice, the first letters 
of the words spelling “Stewarts,” is a 
good reminder to the dealer passing 
out of the door that he has here re- 
ceived good service and that, as others 
have learned, Stewart’s is a good 
place to return to. This is the con- 
tention of the Stewart company. 
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Sectional View ‘* = | Write for a 
of Shurlok Sas | Sample Now 


—it says on page 42 of the July Jobber’s Salesman: “Big 
Loss in Lamps Preventable* * * One large firm es- 
timated that almost 20 per cent was lost in incandescent 


lamps by PREVENTABLE breakage and theft.” 


It is generally accepted that the theft of Lamps is more common than 
breakage; theft is Preventable because Lamps are securely held in Shur- 
lok Sockets until unlocked with a Shurlok Key—that’s the dope. 

YOU—AMister Salesman—will be asked for a remedy for the Loss of 
Lamps and you should have a Sample of the Shurlok Socket in your pock- 


et to show the owner or electrician of the large plant how positive the trick 
can be pulled with 


WEEE Eq; 
WY” 


Phe Socket that Locks” 
“Keeps the Lamp 
on. the Job” 


Pass & Seymour, Inc. Solvay, N. Y., U. S. A. 


New York Boston Philadel phia San Francisco Chicago 
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Many Applications 
For Waterpower 

According to Ralph R. Woolley, en- 
gineer of the United States Geological 
Survey, applications for more than 
1,000,000 horse power have been filed 
since the new waterpower bill became 
effective. 

* * * 

An Electrical 
Menu 

Walter E. Strong, central Illinois 
representative, Commercial Electrical 
Supply Co., St. Louis, Mo., writes 
us that as the Bingville Bugle would 
say: A pleasant time was had by all 
at the feed of the McLean County 
Electrical Development Society, held 
in the Domino Room of the Illinois 
hotel, Bloomington, I1l., on the even- 
ing of Wednesday, July 28. The ver- 
satile pen of Guy Carlton, local con- 
tractor-dealer, Walter says, was re- 
sponsible for the menu which in part 
was as follows: Cedar poles, 14,000 
kva., pendent switches, C-4 lamps, 
hot muriatic acid, transformer oil, 
flashlights, ete. Music was furnished 
by T. & F. Apex. It is evident that 
they had a rather hot and peppery 
meal judging from the two items, 
muriatic acid and 14,000 kv-a. ‘There 
was much conversation,’ concludes 
Mr. Strong, “plenty of eats and a few 
after-dinner speeches (dry), etc., ete. 
Guy Carlton really missed his calling, 
for, if John Ringling had ever dis- 


covered him, Slivers, the famous fun- 





IGEST OF THE NEW 





would have had a 


Look 
when. they pull off their second an- 


maker, never 


chance, out for this crowd 
nual electrical show, Chicagoans. This 
gang will make Chicago look like an 
Uncle Tom’s Cabin troupe under can- 


” 


Vas. 


Westinghouse 
Agent-Jobbers Meet 


Important electrical merchandising 
problems and policies were discussed 
at the eighth meeting of the Westing- 
house Agent-Jobber’s Association 
held at Hot Springs, Va., July 26 to 
29. Approximately one hundred 


Westinghouse Agent-Jobbers, mem- 


bers of associated companies, and 
Westinghouse officials and representa- 
tives attended the convention. 

I. E. Stow, treasurer and general 
manager of the H. C. Roberts Elec- 
tric Supply Company, Philadelphia, 
Pa., was re-elected president of the 
association as a tribute to his effective 
leadership. J. J. Gibson, manager of 
the supply department of the West- 
inghouse Electric & Manufacturing 
Company, East Pittsburgh, Pa., was 
elected vice-president. The following 
officers were re-elected; C. C. Black- 
well, secretary; H. T. Pritchard, as- 
sistant secretary; J. E. McClernon, 
treasurer; J. J. Jackson, counsel. 


Plans for improving merchandising 





, 


methods were discussed at the busi- 
ness meetings. 

The value of advertising and _ its 
relation to merchandising was clearly 
emphasized in the report of J. C. Me- 
Quiston, advertising manager of the 
Westinghouse Electric & Manufactur- 
ing Company. An elaborate display 
of advertisements illustrated the very 
carefully worked out plans of co-op- 
eration between manufacturer, jobber 
and dealer. 

Although much time was given to 
entertainment during the afternoons, 
numerous committee reports were sub- 
mitted and important business prob- 
lems were earnestly discussed during 
the morning and evening session. 

Competition for golf trophies lent 
zest to the entertainment features. .C. 
B. Hawley, general manager of the 
Inter-Mountain Electric Company, 
Salt Lake City, Utah, was awarded 
the past president's cup. G. H. Mil- 
ler, general manager of the Tel-Elec- 
tric Company, Houston, Texas, won 
the W. C. Free silver trophy cup for 
Agent-Jobbers. The executive com- 
mittee trophy cup was won by T. J. 
McGill, Westinghouse Chicago dis- 
trict manager. Bernard Lester, as- 
sistant to manager, Industrial De- 
partment of the Westinghouse Elec- 
tric & Manufacturing Company, East 
Pittsburgh, Pa., was the winner of 
the tennis tournament. 









Group at WestincHovuse AcEent-Josgers CoNVENTION AT Hor Sprines, Va., Jury 26 To 29. 
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“A Little Journey to the Home of the Brascolite” 


Familiarity with the product is a valuable asset for the Salesman. Take 
a journey with us through the home of the Brascolite, see how their parts 


are made and gain thereby familiarity with the peer of all lighting fix- 
tures. 


The presses shown here perform the different operations on the Bras- 
colite reflector. To the left are the large drawing presses which shape 
the reflector from a flat sheet of steel. The smaller presses punch holes 
for the lamp, spindles and pull switch. 


Eight thousand operations a day on just one part of a Brascolite. The 
reflectors are then prepared for the enameling department where we 
will take you next month. 











Quality is the watch word in making all parts for the Brascolite. All 
materials must conform to the high standards we have set. When sell- 
ing a Brascolite to a customer you are doing more than merely selling “A 
light’’—you are selling “Illumination” that is permanent, efficient and 
durable, and when that customer calls on you for “some more of those 
Brascolites’” you will know that the ideals of making a unit of quality 


have served to produce the results insured by the name BRASCOLITE. 
LUMINOUS UNIT CO. 


Division of The St. Louis Brass Mfg. Co. 
ST. LOUIS, U. S. A. 
BRANCH OFFICES 


New York Boston Atlanta Cincinnati Chicago Detroit Kansas City Minneapolis New Orleans 
Philadelphia Pittsburgh Seattle Los Angeles Denver 
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THE BENJAMIN 














The Benjamin Convert-A- 
Cap (No. 937) has two piv- 
otal blades, each of which can 
be moved by the fingers one 
quarter turn to fit practically 
all standard receptacles with 
slotted bases. 


All separable plugs should 
be supplied with this straight 
blade Convert-A-Cap. 


The complete plug as shown 
is Benjamin No. 1000. The 
base has double contacts, 
that is, the electrical contacts 
are formed on either side of 
the blades. The plug fits any 
Edison base socket or recep- 
tacle. 























FITS 


Parallel 
Slot Receptacles 


Tandem or In-Line 
Slot Receptacles 


Angle or T 
Slot Receptacles 


Double T 
Slot Receptacles 





Here is the longest step toward standardization of separable attach- 
ment plugs yet recorded in the industry. Public interest demands this 


standardization. 


Are you ready? 


Move with big events! The jobbers’ salesmen always 
have a front seat on the Benjamin band wagon. 
on the way to the trade. 


Benjamin publicity is 





Makers Of Things More Useful 
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“The CONVERT-ALAF —_Fiis These Slotted Base Receptacles 


n° Whe: Bentamio ComvertsA-Cap No. oi7 hes two 
pivotal Bader coch of whoek can be moved by the 
_ . fgertane.quncrer turn, “Tiris enables the ame cap 

to he died with ang ong of che four yvles of slotted 
ewes oF ceceptecies shawn here, ail of which are in 


tore of jets cqumen Use. 


The cumplese plug a8 shows is Benys emers 10, 
the base of which bas double commen, i ¢ trie: 
connatts are formed om either wile of he’ tas 






= & amt 5 Y Tegeebet a 
the inch t Be fecent vow 
aan GLECTRKC MFG oo. 


BENJAMIN 


Makers of Things More Useful 





The illustration above is a reproduction of the two-color double-page 
spread appearing in the following electrical publications in August: 


Electrical Review.......................--.-.-- as akiea August 7 and August 21 
I i s.0cs <1 -castcereoidebeaniwcdgnen August 7 and August 21 
Joernel OF Eieticity...........<<-......o.covecdee snes ecs August | and August 15 


Electrical Merchandising, Electrical Contractor-Dealer, Electrical Record 


Every dealer in electrical goods and every manufacturer of electrical, 
cord-connected devices will be informed about the Benjamin Convert-A- 
Cap before you have called on them. 


For further information, address Advertising Department, 806 West 
Washington Blvd., Chicago. 


BENJAMIN ELECTRIC MFG. CO. 


NEW YORK CHICAGO SAN FRANCISCO 


EN/AMIN 


Makers of Things More Useful 
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California Dealers’ 
Association Meets 

Nearly 200 members of the elec- 
and the California 
State Association of Electrical Con- 


trical industry 
tractors and Dealers gathered recent- 
ly at San Jose, Calif., in the annual 
meeting of the association to discuss 
plans for the uplift of the contractor- 
dealer to assure the public of better 
service. Many interesting papers 
were presented by electrical men well 
known in this section of the country 
and plans were laid out for even more 
constructive work in the ensuing year 
than was carried on in the successful 
year just past. The keynote speech 
of the was made at the 
banquet on the evening of June 27 by 
Albert H. Elliot, counsel for the asso- 


convention 


ciation,, who, speaking on “The Value 
of the Association,” brought out the 
ideas that had 
throughout the entire convention in 


been expressed 
the papers presented, the discussion 
on them, and the action taken to in- 
sure the upbuilding of the industry 
and the better serving of the public. 
interesting feature of the 
convention was the discussion by 
Clark Baker, National Lamp Works, 
Oakland, Calif., in which he presented 


Another 


some statistics of value. In one chart 








Look and envy. These young fellows with the cavernous stomachs are the husky 
sons of employees of the Northwestern Electric Equipment Co., St. Paul, Minn., con- 
testing for Eveready flashlights in the pie eating contest at the company’s recent 
outing. The amused gentleman, bending over, in the foreground, is L. B. (Ick) 
Wheeler, city salesman for the company, and official referee. “The only trouble with 
this contest,” says Ick, “is that us big boys can’t get in on it.” Oh you blueberry pie! 





that he presented showing where the 
manufacture would seek advice re- 
garding lighting changes it was dis- 
closed that: 
25% would ask the electrical retailer 
21% would ask the electrical jobber 
13% would ask the consulting engineer 
9% would ask the central station 
82% miscellaneous 
The total figures proved that 72 
per cent would go to the electrical 




















“It may be a long, long way to Tipperary but it’s a longer way down to good 
old mother earth,” said D. S. (Speed) Spector, general sales manager of the St. 
Paul Electric Co., to G. W. (Doc) Allison, manager of the Everlite department, 
same company, as they peered over the top at the little creatures buzzing around 


below. 


Speed (Mr. Spector says that’s what his middle initial stands for) is the 


gentleman in the grandstand seat to the right of the lady, while Doc is the tall hand- 
some individual with the big smile standing third from the right in this picture of 
the company’s 88 farm light plant salesmen taken on top of the St. Paul Athletic 


Club during their meeting on Tuesday, July 27. 
a good start for six honey dew melons on the other side of the roof. 


of the city anyway. 


The front row is crouching to get 
Good picture 





distributor or to some one in their own 
organization. This would seem to in- 
dicate that the electrical jobber and 
retailer are the factors dominating the 
situation. The advantages of proper 
lighting were pointed out by Mr. 
Baker by the following table which is 
an appraisal by the manufacturers 
visited : 


Increase in production.................- 79.47% 
Decrease in spoilage...................... 71.1% 
Prevention of accidents................ 59.5% 
Improvement of discipline............ 51.2% 
Improvement of hygienic condi- 

NS ie on a ek eae 41.4% 


Another chart that proved of great 
interest was that showing where the 
lamps are bought, for it indicated to 
what extent the hardware dealer and 
jobber are cutting into the electrical 


industry: 
Lamps bought from the manufac- 
IO gisele 2 ERE. 8.2% 
Lamps bought from the electrical 
WOME ph a Se 43.4% 
Lamps bought from the electrical 
on) ih PE RES SP eet ee ae TE 84.6% 
Lamps bought from the hardware 
Liege dese ep iirirt Meni ae tbe Wa 3.6% 
Lamps bought from the hardware 
i RE TES ER oles EE he Ree 2.6% 
Lamps bought from the central sta- 
rere aOR OE MAY Cine + ay CT AEIOn. eet 18.2% 


Lamps bought from the other deal- 
ene ee Ee Sie seruvaapeteans csi eau 1.7% 


Mr. Baker closed by stating that 
there were in the city of Los Angeles 
2700 industrial plants, in San Fran- 
cisco 2352 industrial plants and in the 
state of California more than 15,000 
plants. Of these at least 2700 need 
better lighting conditions and it is a 
wonderful opportunity for the electri- 
Many 


exciting contests were held on the 


cal contractors of that state. 


entertainment program and numerous 











THE JOBBER Ss fA] SALESMAN 41 


Paral ine 


Like turning a key m 
the lock, you turn the 
blades to fit the slots 


\PARALIN a 


The new 


HUBBELL 


PLUG CAP 


with the blades 
that turn ! 
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beautiful prizes awarded. Clyde L. 
Chamblin was unanimously re-elected 
president of the association. The con- 
vention was a complete success from 
every point of view and the intense 
interest shown by the delegates in all 
of the proceedings proved the desire 
of all to co-operate to the fullest ex- 
tent with all branches of the industry 
to make this a banner year for the 
electrical trades. 





* * * 
Installs Wind-Driven 
Electric Plant 

Gov. Lynn J. Frazier of North Da- 
kota 
Hoople a wind-driven electrical plant 


has installed on his farm near 
for heating and lighting his home and 
This 
plant, designed by George Manikow- 
ska, a North Dakota farmer, is op- 


operting his farm machinery 


erated in connection with a storage 
battery and is said to utilize almost 
100 per cent of the available power 
of the wind, storing energy derived 
from surplus velocity for use in peri- 
ods of calm. A similar plant is said 
to furnish light for 120 incandescent 
lamps, run a washing machine, cream 
separator, vacuum cleaner, flatiron and 
for 200 


head of stock and light a church. The 


fanning mill, pump water 























Sixty-eight district sales managers of the Apex Electrical Distributing Co., their 
assistants and distributors’ Apex department managers—-the men who are promoting 
the sales of Apex electric suction cleaners throughout the country—met at the 
Hollenden hotel, Cleveland, O., July 18, 14 and 15, in one of the most interesting 
conventions of the year, according to the statement of one of the jobber’s sales- 
managers who attended. 





machines are coming into use on farms 
throughout North Dakota. 
* * * 
Course for Professors 
at Westinghouse Co. 

Engineering professors from 1+ col- 
leges and 13 states are in attendance 
at the summer course for engineering 
teachers held by the educational de- 
partment of the Westinghouse Elec- 
tric & Mfg. Co., East Pittsburgh, 














High-brow professors of geometry say that parallel lines never meet but this 


photograph tells plainly that jobbers’ salesmen do meet. 


This business-like appear- 


ing bunch represents the mainstay of the selling organization of the Illinois Electric 
Co., Chicago, Ill., which met in a midsummer sales conference on Thursday, Friday 
and Saturday, July 15, 16 and 17, in the company’s conference room at headquarters, 
314 West Madison street. Representatives of the Westinghouse Electric & Manu- 
facturing Co., the Kent Vacuum Cleaner Co., the Apex Electrical Distributing Co., 
Peerless Lamp Division of the National Lamp Works and the Luminous Unit Co. 
were present to expound the merits of their products and advance plans for working 


together for bigger sales in the future. 





Pa. 


engineering professors the advantage 


Ihis course is designed to give 


ot practical experience in manufac- 
turing. 


* * * 
Lamps In 
Fruit Store 
The United Cigar Stores may sell 
candy, umbrellas and razors and 


candy stores may sell novelties and 
souvenirs, but whoever heard of a 
grocery and fruit store selling in- 
candescent lamps. It sounds funny 
but it’s being done. On Hennepin ave- 
nue between Fifth and Sixth streets 
in Minneapolis, Minn., is a large fruit 
store in the window of which is prom- 
inently placed a large sign reading 
“We Sell Electric Lamps,” which all 
goes to prove that a person (especial- 
ly a woman) will buy anything any- 
where, just so it’s a little easier to 
get at than the next place. It’s up 
to the electrical dealer, however, to 
hold this trade by making his place 
attractive and easy to get to. 
* * * 

Electricity Aids 
Farmer at Night 

A lesson to the nation, as well as 
a hint to the jobber’s salesman, is 
contained in the news from Bloom- 
ington, Ill., that farmers in that re- 
gion have been plowing and planting 
by night as well as by day, with the 
aid of searchlights, to overcome the 
handicap of a late spring and in- 
sufficient farm labor. If this can and 
is being done in Illinois it can be 
done elsewhere and jobber’s salesmen 
would do well to capitalize on the idea 
by pushing the sale of floodlights. 
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ELECTRIC 
CLEANER 





You can’t go wrong when 
you push the Thor Electric 


Cleaner. 


For not only do you offer 
the dealer a good honest 
home appliance backed by a 
world wide reputation for 
Satisfactory service but you 
also offer him Hurley Service 
to insure his sales. 


Every dealer you line up for 
Thor Cleaners will be given 
full benefit of our proven sales 
plan. Every one will receive 
the co-operation and backing 


“Oh, How It Cleans” of our entire organization. 


We know this sales plan 
brings results. 


HURLEY MACHINE COMPANY 


24 East Jackson Blvd. 
New York CHICAGO Toronto 
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You don’t worry about a 


BUSS FUSE 


This Buss Ferrule-Contact Renew- 
able Fuse gives unfailing protection. It¢ 


blows when an overload menaces your electrical 
equipment—not whenever the fuse is weak. 








Buss F. C. Renewable Fuses don’t weaken! They 
are so simple (only five parts) that every part can 
be made amply strong for repeated renewals, for extra 
long life. 


Simplicity, too, makes this fuse easier to renew 
than others. The cartridge, the link, two caps, and 
a washer make up the fuse. To renew, simply un- 
screw the caps, shake out burnt link, insert new one 





screw on caps—and it’s done. A matter of seconds 
through slotted end, fit washer over it at other end, 
only! Fingers are the only tools needed. 


Buss Fuses are sure in protection and 
durable in service. They are an in- 
vestment—they LAST. 








Ask a Buss Salesman (or write our 
nearest office) for our informative 
new book on this fuse. It pictures 
these features that interest you. 


BUSSMANN MFG. CO. 


ST. LOUIS, MO. 





The Buss Ferrule- | 
Contact Renewable 
Fuse is approved by 


the Underwriters’ 

















New York 731 Broadway Laboratories, Inc. 
Chicago 627 W. Jackson 
San Francisco 509 Mission St. 
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B ELECTRICITY'S SAFETY VALVE 


BUSS FUSES are approved by the Underwriters’ Laboratories, Inc. 





Fuse Buyers Want 
Satisfaction 


Buss Fuses satisfy the keenest critic, be- 
cause they embody every feature of design 
and manufacture necessary to safe opera- 
tion, ease of renewal and long life. 


You can sell more Buss Fuses than ordi- 
nary fuses, because performance is the 
hardest-hitting argument in the world. 
Buss performance is 100%—1in any sort 
of service. 





Buss features and advantages are described 
and illustrated in a wonderful new book. 


Write for your copy. 


Bussmann Mfg. Co. 


St. Louis, Mo. 





| 


The opposite page shows 
—~—current BUSS advertising. 
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Notes About Jobbers 


New Electrical 
Distributor in Texas 


The Sales Co., 
Tex., has recently been organized to 


Electric Ranger, 
handle the sale of electric lighting 
plants and electrical apparatus in the 
Southwest territory and in parts of 
Mexico. It will be prepared to act 
as the distributor of electrical mate- 
Offices 
will be established at Ranger,” Pecos 
and El] 


the temporary office at present is care 


rial not already represented. 


Paso, Tex. The address of 
Brooks-Turner Oil Company, Mars- 
ton Building. Ranger, Tex. 


* 


Rochester Electric 
Increases Capital Stock 

The Rochester 
Co., 100 St. Paul 
N. Y., has tiled notice of increase in 
capital stock from 4100,000 to $250,- 
000. 


Electrical Supply 


street, Rochester, 


* * % 
Milner-Flower Opens 
Branch House 


The Milner-Flower Ca:. 
Buffalo, N. Y., has established a 
branch house at Ithaca, N. Y. 


Electric 


* * * 


Avery Chairman of 
Community Conference 


The Columbus Manufacturers’ and 


Jobbers’ Association has appointed 


Oscar Avery of the Avery & Loeb 


Electric Co., Columbus, O., as chair- 
man of the community conference. 
* * * 


Uncapher Co. Has 
New Official 


Philip J. Bohne, 


president of the Lincoln Savings & 


formerly vice- 


Trust Company, Louisville, Ky., has 


resigned to become secretary and 
treasurer of the E. L. Uneapher Co., 
jobbers of electrical supplies. The 


company recently increased its capi- 
tal stock from $100,000 to $350,000. 
+ * * 

Getting In Touch 
With the Trade 

Ready Reference is a monthly pub- 
the 
Co., Kansas City, Mo., its publishers, 
Be- 


sides containing current prices it con- 


lication which Funsten Electric 


is sending to the dealer trade. 


tains advertisements and detailed de- 
scriptions of the products of the va- 
rious electrical manufacturers that the 
ene 


president of the company bearing his 


company represents. Funsten, 


name, is an enthusiastic believer in 
the utility of a house organ that will 
cement relationship between the job- 
ber and his trade. 


eee ae 
B-R Electric Co. 
Publishes House Organ 

B-R Electric Co., Kansas City, Mo., 
is. the proud possessor of a new month- 








“Give me the dollar and I'll give you the lamps.” John J. Greenway, city sales- 
man, Republic Electric Co., Cleveland, O., is showing how he believes in the goods he’s 
selling by buying a couple of lamps for his own use but W. H. Chappel, lamp man- 
ager, Same company, wants the money in his hands before he loosens up with the 


lamps. 
want to see the money first.” A. C. 


“John’s one of these old timers and he’s a slicker,” says Mr. Chappel, “so I 
(maybe it means alternating current) Kinzel, 
the genial vice-president of the company, is refereeing the sale. 

















When old timers get together 
there’s always something doing, 
so look for fireworks at the Erner 
Electric Co., Cleveland, O., where 
Warner Jones is now acting as 
sales manager. Warner is that old 
timer so well known in the central 
states for the past 22 years as 
“1900 Jones,” having acquired that 
monicker while selling 1900 batter- 
ies and acting as sales manager for 
the manufacturer—the Nungesser 
Battery & Carbon Co. If you 
can’t find him at 118 St. Clair Ave., 
stick around the Electric League 
for awhile. 





ly publication entitled, B-R Current, 
which is being mailed to the firm’s 
The publication 
started off with the July issue con- 


many customers. 
taining, first, a synopsis of the com- 
pany’s aims, policies and ambitions, 
while farther along were two pages 
devoted to photographs of the com- 
pany’s officials and department heads. 
In order to stimulate interest in the 
publication, prizes aggregating $50 
were offered for the photos of the 
three best dealer display windows. G. 
Bb. Carpenter, publicity director for 
the company and editor of the new 
publication, says that no effort will 
be spared to make it one of the snap- 
piest, liveliest and most interesting 
publications of its kind. 


* * * 


John D. Todd 
Sustains Illness 


John D. Todd, vice-president, Mis- 
Valley Electric 


City, Mo., recently spent a very dis- 


souri Co., Kansas 
agreeable week in the hospital with 
internal troubles. The 


not serious but, Mr. Todd avers, not 


illness was 


exceedingly pleasant to endure. 
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You Sell The Highest Type 


of Electrical Protection 


when you handle Economy Renewable Fuses. 







ECONOMY 
30A2S50V 


Both dealers and fuse users know the ad- 
vantages of Economy Fuses because they 
are nationally advertised—because millions 
of them have been in use for many years. 









Every Economy advertisement carries 
the slogan:--- 










“Sold by all leading electrical jobbers and dealers.” 


Ferrule type with 
Economy “Drop-Out” 
Renewal link, 
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ECONOMY 
renewable PJ SES 


Cut Annual Fuse 
Maintenance Costs 80% 


compared with the use of one-time fuses. 



































ECONOMY 
200 AMPS 
250 V. 





This fact constitutes a selling argument of peculiar appeal to industries 
using electrical energy in these days of economy and retrenchment. 








Also, Economy Fuses enjoy the privileges of priority in the field of electrical pro- 
tection. They were the first line using inexpensive bare links for restoring blown 
fuses to their original efficiency to be approved in all capacities by the Under- 
writers’ Laboratories. 


Push Economy Fuses 


Make sure your dealers are stocked to meet demands 
for both Economy Fuses and Economy “Drop Out” Re- 
newal Links. 


xoiteriacevve wit Economy Fuse & Mfg. Co., Chicago, U. S.A. 


Economy —_— 
ne Economy Fuses are also made in Canada at Montreal 
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Enter 
Friend Stork 

H. W. Matthews, president of the 
Matthews Electric Supply Co., Bir- 
mingham, Ala., may be the “boss” 
during business hours but when he 
gets home it’s different. A fine little 
lady, who has just entered the Mat- 
thews household, now reigns supreme. 
The trade has been given notice that, 
if letters aren’t answered promptly, it 
must be remembered Mr. Matthews 1s 
doing a lot of night hiking and has to 
sleep a little. 


* * * 


Brooklyn Electric Supply 
Celebrates Anniversary 

In a double page spread in The 
Brooklyn Standard Union on Sunday, 
July 11, 1920, the Brooklyn Electri- 
cal Supply Co., Brooklyn, N. Y., pro- 
claimed its twentieth anniversary. The 
advertisement was comprised of nn- 
the 
merits of the various lines of electri- 


merous smaller ads telling of 


cal supplies and appliances which the 
company carries. There also was 
shown a sketch of the company’s store 
as it appeared at its inception m 
1900 and a photograph of its quar- 
ters as they are today. Contained on 
one of the two reading pages in the 
paper that are devoted to the electri- 
cal industry, was also an article tell- 
ing of the company’s memorable event. 
It reads in part: “Herman T. Hoch- 
the 


born in the electrical business, so to 


hausen, head of concern, was 


speak, his father having been en- 
gaged in manufacturing electrical ap- 


paratus before he was born. He ‘s 


known for his unvarying regard to 
high principles, unfailing work for 
the betterment of conditions in the 
field, is appreciated by his competi- 
tors for his sterling worth and un- 
compromising business integrity and 
held in high esteem by his employees. 
Albert T. Weigold, junior partner, is 
another ‘ace. He is courteous to 
everyone, is always thinking of the 
interests of his employees and is held 
in high regard by his firm’s custom- 
ers.” The many friends of the com- 
pany join with the employees in 
wishing them both unbounded success 
in the years to come. 


* * * 


Funsten Buys 
Building 

IF. L. Funsten, president, Funsten 
Electric Co., Kansas City, Mo., an- 
nounces that his company has _pur- 
chased the building -in which the 
company is located and which here- 
tofore had only been leased by the 
company. In addition to this three 
story building Mr. Funsten has on 
lease, two additional warehouses and 
contemplates building an addition to 
the building he has just bought. From 
his own statement that during the first 
six months of this year he turned his 
stocks at the rate of over 14 times a 
vear and that his business in 1919 
showed a 180 per cent increase over 
1918, it is not difficult to see why so 
much additional space is needed. Upon 
the completion of the contemplated 


addition, the Funsten company will 
be occupying a total floor space of 
25 OOO souare feet. 











Watchin’ the parade go by? No, just watching the sunset and making faces at those 


who look at this picture. 


department, Western Electric Co., 500 South Clinton street, Chicago, IIl. 


Fellows, here are the shining lights of the illumination 


W . Sms 


(Bill) Goodrich, manager of the department, squats on the left, while his assistant 


Hugh Seay holds down the right flank. 


Bill’s there with that foot candle meter. 
factory manager can put anything over on him! 


No 











“Kiss me Mart.” “Oh, sweet essence ot 
catnip—how can you?” returned Martin 
A. Buehler, the lightweight (??) gentle- 
man on the right, who recently took over 
the sales management of the Western 
Electric Co., Minneapolis, Minn., branch. 
Mart and his friend were just enacting a 
love scene from Il Trovatore. It’s up to 
you to guess who played the lady. 





Tafel Electric Co. 
Circularizes Trade 

Drop Around! are the two words 
that hit the customers of the Tafel 
Electric Co., Louisville, Ky., square- 
ly between the eyes when they open 
the circular describing the Westing- 
house Rectigon Battery Charger which 
this company is sending them. These 
bidding words are contained on a self- 
addressed post card, inclosed in the 
circular, while next to this invitation 
is a cartoon of a jobber’s salesman. 
This means that the customer, who 
fills in the card and puts it in the 
mails, is inviting a Tafel salesman to 
call, the next time he is in town, to 
explain the workings of the rectifier. 


* * * 


Missouri Valley 
Keeps ’Em Posted 


Some ideas are never too old to be 
worn out. Missouri Valley Electric 
Co., Kansas City, Mo., is working one 
of these to keep the dealer posted at 
all times as to when its representa- 
tive will be around again to make 
himself useful (and it’s generally 
every four weeks). The company has 
a supply of post cards for each sales- 
man and on the post card appears a 
picture of the salesman, his name and 
the notice that Mr. Whosedis will be 
around on such-and-such a date to 
pay him a visit and be of as much 
assistance as possible. The cards are 
sent out and signed by the sales man- 
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‘Inde 190,000 


The most conclusive proof of “Union” Fuse superiority lies 
in the fact that at the present time there are more than 100,000 
industrial users scattered through every state in the country. 

A canvass among a large percentage of our Distributors, 
Jobbers and Dealers shows that these 100,000 plants are regu- 
lar customers, not casual buyers. When they require more 
fuses they demand “Union” because they know by experience 

that for reliability, strength, durability and low cost, “Union” 
Fuses are in a class by themselves. 
If “Union” Fuses were not making good, would this great 
army of users continue to buy them? 
Built with scientific precision and tremendous strength to 
resist repeated blowouts, “Union” Renewable Fuses represent 
a real money-saving investment. Don’t sell fuses of doubtful 


| 






































XY e 
ei, performance. Sell the “Union” (renewable or non-renew- 
Wiha able type), the kind that makes good. 
U PAT .%-29°! Free descriptive booklet sent on request. 
ND. LAB. INS& 
~~ CHICAGO FUSE MFG. CO. 
AME " n Oldest and largest manufacturers of Fuses, Elec- 
: : trical Protecting Materials and Conduit Fittings. 
CHICAGO NEW YORK 
Boston, Cleveland, Los Angeles, Detroit, Kansas City, Pittsburgh, Philadelphia, 
St. Louis, San Francisco, Seattle, Minneapolis, Indianapolis, Birmingham, 


Grand Rapids, Milwaukee. 
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the salesman 


John D. Todd, vice-presi- 


ager who informs ac- 
cordingly. 
dent of the Missouri Valley Company, 
says it works out very profitably. 
* * * 

Alltmont Appointed 
General Manager 

S. V. Alltmont, formerly a travel- 
ing representative for the Interstate 
Electric Co., New Orleans, La., has 
been appointed general manager of 
The Interstate Electric Co., of Ala- 
bama, Birmingham, Ala., which is now 
being operated as a subsidiary of the 
Interstate company at New Orleans. 
The Interstate Electric Co., of Ala- 


bama was formerly known as The 
Electric and Auto Supply Co. 
* *% * 
Milner-Flower 
Issues Prospectus 
The Milner-Flower Electric Co., 


256-268 Main street, Buffalo, N. Y., 
wholesale distributors of electrical 
household appliances is sending to the 
trade a very neatly arranged little 
prospectus telling of this new organ- 
ization, its advanced plans and ideas 
On 
the inside front cover is a photograph 
of the firm’s home, while each suc- 


ceeding page is devoted to a different 


and its purposes and ambitions. 








Here’s the sick man! John D. Todd, 
vice-president of the Missouri Valley 
Electric Co., Kansas City, Mo., just got 
out of the hospital after weathering a 
short illness. Old time Western Elec- 
tricers, meet a former team mate of yours 
who has done a great deal toward placing 
his company where it is today. The first 
down and the last out. Mr. Todd has just 
locked up preparatory to making a home 
run (not Babe Ruth’s kind) in his Ford 
coupe. 











“Well, old boy, au revoir. Don’t take 
any wooden nickels from the Eskimos and 
be careful that some ‘friendly’ polar bear 
doesn’t run you off the edge of a glacier.” 
Frank M, Bernardin (left), president, B-R 
Klectric Co., Kansas City, Mo., is just 
bidding good-bye to E. L. Foutch, vice- 
president of the organization, who is now 
summering in Alaska, the home of the 
everlasting snow. 





subject of pertinent interest to the 
prospectus’ recipients. The substance 
of the booklet can be summed up in 
some of the following page headings: 
“Who We Are, Our Financing Plan, 
Our Training School, Our Advertis- 
ing Campaign, Our Dealer’s Sales 
Plan, What We Distribute, etc.” The 
prospectus tells briefly but concisely 
how this company is endeavoring to 
perform the functions of an electrical 
specialty jobber in a way that will 
do credit to such a title. 


* * * 


Western Men 
Hold Conference 


The San Francisco district of the 
Western Electric Co., held its semi- 
annual sales conference July 15 and 
16. 
ed to be one of the most interesting 


It is said that the meeting prov- 


and successful events of the year in 
the electrical industry on the Pacific 
coast. An interesting feature of this 
gathering was an invitation extended 
by the Western Electric Co. to its 
contractor-dealer customers to attend 
the meetings and listen to sales talks 
by manufacturers. Many other sim- 
ilar open meetings illustrate the way 
in which these two branches of the 
industry are working together for the 
betterment of the commercial side of 





’ 
the industry. Such meetings of job- 
bers and dealers place both on a mu- 
tual understanding that cannot help 
but improve and close up any breech 
of understanding. 


* * * 


Kansas City Jobbers 
Promote Good Will 


On ‘Tuesday noon, July 20, 1920, a 
little circle of jobbers in Kansas City, 
Mo., held its weekly get-together 
luncheon at the Muehlebach hotel. 
General subjects of interest were dis- 
cussed and the feeling of co-operation 
and harmony augmented. It is the 
concensus of opinion among those who 
attend these meetings that the feel- 
ing of closeness and friendship that 
is promoted therein has done a grea 
deal toward putting the electrical job- 
bing business in Kansas City on a 
mutually profitable and friendly ba- 
Those in attendance at this in- 
teresting luncheon were: Frank M. 
Bernardin, president, B-R_ Electric 
Co.; F. L. Funsten, president, Fun- 
sten Electric Co.; John D. Todd, vice- 
president, Missouri Valley Electric 
Co.; E. F. Harding, Central States 
Electric Co.; William B. De Forrest, 
sales manager, Western Electric Co.. 
and D. G. Pilkington, associate edi- 
The Jobber’s Salesman. 


sis. 


tor, 

















Fore! But Carl was busy and didn’t 
hear this danger signal. Consequently his 
left knee stopped a nice hard golf ball 
traveling at about the speed of electricity. 
So Carl Fried, treasurer of The McGraw 
Co., Omaha, Nebr., and Sioux City, Ia., 
and possessor of the game leg is_illus- 
trating the latest style of walking in 
Omaha. 
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The small details of service so often overlooked frequently 
offer, when fully developed, truly remarkable opportunities 


for profitable business building. 


Pea e eared 


There are great sales possibilities in 


promoting the “some light, all night’’ idea 


Here is a tiny light fitted with a MAZDA Lamp bright enough to show 
the way—yet dim enough for the sick room. And convenient whenever 
used. 

Ten cents a month is all it costs for electricity when the light buras all 
night, every night. It screws into any lamp socket, like regular MAZDA 
Lamps. 

Every bathroom should have a G-E All-Nite-Lite. 

It should be in dark halls, and baby’s room should certainly have one. The 
porch should have the protection of the All-Nite-Lite and the place to put 
it is right over the house number. 

There are also many commercial applications of this little light—such as 
bank vaults, near safes in stores, etc. The G-E All-Nite-Lite sells easily 
when its advantages are emphasized. 


Show your dealers how easy it is to sell this device and they will buy 
freely. : 





























Sales Offices in 
all large cities 












An attractive display of popular electrical specialties in 
the window and store gives an impetus that 


a 














G-E Electric Conveniences for the home 
now rival the best selling specialties in 
other lines—and the blue and orange pic- 
ture packages backed by the broad G-E 
merchandising plan have accomplished. it. 


If your dealers are willing to feature 
these specialties in their windows and on 
show cases, there will be no effort needed 
to secure repeat orders. 





General Office Sales Offices in 
Schenectady, NY all _- cities 
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moves the stock to the consumer’s home with all the ease 
and rapidity of best sellers in other lines. 
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G-E Electric Conveniences in the home 
open the way to a fuller enjoyment and 
appreciation of electric service—and ap- 
pliance business is stimulated. 


A handy assortment of these G-E labelled 
specialties (kncwn as the “Introductory 
Package’’) helps new dealers to get start- 
ed with this profitable line. 


The Introductory Package is easy to sell 
to dealers because it is easy to order and 
is backed by G-E merchandising plans. 










Sales Offices in 
all large cities 


General Office 
Schenectady, NY 
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Sales Camp Combines Work 
and Play 
SUMMER sales camp _ that 
combines work and play is 
what the National Lamp 
Works offers its jobber representa- 
tives and the field executives of its 
Sales Divisions. Each year these 
men meet at Nela Camp sometime 
during the summer months for a week 
of work and play, a different group 
each week from June until September. 

These salesmen work somewhat as 
a student in college works. The sales 
camp programs include lectures and 
talks by speakers of note, experts in 
their various fields, authorities in mat- 
ters of finance, of engineering, of 
credit, of advertising. The salesman 
also becomes somewhat familiar with 
every activity that has to do with the 
manufacturing and merchandising of 
National MAZDA lamps before the 
close of his week in Nela Camp. Ob- 
viously each man can do his own work 
better after attending such a sales 
camp. 

These men play as only grown-up 
boys can play. Good clothes are sel- 
dom worn in Camp. They are good 
for too short a time. White collars 
and boiled shirts are raided and soiled 
or taken off the uninitiated visitor 
when he appears in camp “improperly 
dressed.” Visitors at Camp Nela live 
close to nature. Perhaps this explains 
why the sales conference serves as a 
vacation for many National men. 

After the lecture hours the men 
have a dozen forms of entertainment 
from which to choose. They may 
play baseball or tennis or croquet; or 
they may swim in the camp pool. 
They may stroll over the beautiful 
acres of Nela Park, or they may 
lounge in some of the camp rest rooms 
where a deck of cards or a good book 
helps pass the time away. 

In the evenings these lamp men 
gather on the Board Walk or in the 
conference room for entertainments of 
various kinds. Some evenings motion 
pictures are provided; on others music 
is the headliner. Again, boxing or 
wrestling may be the attraction. In 
fair weather the vacationists collect 
around the camp fire to roast wieners 
and drink coffee, and in harvest time 
corn roasts are the order of the even- 
ing, while the bordering ravine echoes 
and re-echoes the shouts and songs of 
these grown-up boys at play—these 
salesmen and sales managers on a 
sales camp jubilee. 


But back of this program is a seri- 
ous motive. Why are these Division 
lamp salesmen and jobbers’ repre- 
sentatives here? Outside of the hours 
of play what do they do that is worth 
while? What do they get out of these 
sales camps that makes it profitable 
tor the National Lamp Works to pro- 
vide these camps, and for the Sales 
Divisions to send their men here? 
These lamp men, while at Camp Nela, 
learn of the latest developments in 
the lamp making industry, see demon- 
strated the best and most effective 
methods of artificial illumination, get 
some of the story of the history of 
lighting, see lamps made, and hear 
described the romance of merchandis- 
ing National MAZDA lamps. Then 
they return to their own work more 
loyal to their company and better pre- 
pared to lead the way to better light. 

These summer sales camps also 
serve another and equally valuable 
purpose. They bring the men in the 
field into intimate contact with each 
other and with the directors of the 
industry at the home office. Salesman 
and manager meet as man to man; 
they talk over common problems on 
common ground. They learn to know 
each other and appreciate that they 
have much in common; they realize 
that they are all just common every- 
day men, engaged in a common work 
for mutual benefit. Indee1, individ- 
uality plus organization is what the 
founders of Nela Park had in mind. 

But where is Camp Nela? Camp 


Nela borders Nela Park in Cleveland 
where the home offices of the National 
Lamp Works are located. The camp 
is bounded on two sides by a deep 
and. wooded ravine, practically un- 
touched by the hand of man. On the 
West and South Camp Nela joins 
Nela Park where the modern factory 
and office buildings of the National 
Lamp Works are located. Nela Park 
has demonstrated that men and women 
can work best when surrounded by 
beautiful grounds of flowers, shade 
trees and winding drives. Neéla Park 
was so planned, laid out and built. 
This is Camp Nela at Nela Park. 
From a sales camp here visitors return 
to their work as field salesmen, Divi- 
sion managers or jobbers’ representa- 
tives refreshed and renewed after a 
week of fun and recreation, after a 
week of profitable lectures and obser- 
vation tours. That this sort of sales 
conference pays is proved by the fact 
that the National Lamp Works has 
been following this plan since 1913. 
These camps make for progress in 
the direction of better light through 
co-operation and education. 





Velocity of Electricity 


Did you ever stop to think of the 
velocity at which electricity travels: 
The velocity of electricity is the same 
as that of light—186,400 miles a sec- 
ond. Going some! At this rate figure 
out how long it would take to send a 
wireless message to Mars. 














We made this picture of A. E. Dusseau, sales manager, Commercial Electric Sup- 
ply Co., Detroit, Mich., and Stanley O. (Odie) Lane, fixture salesman, same house, 
a “close-up” to get Odie’s new playmate, “Polly,” in action trying to get out of its 
stronghold. You just have to imagine you see the parrot because Odie said some- 
body taught the darn thing to fight and if he took it out he’d be all his initials 
imply—S. O. L. We don’t know what Al’s doing but we think he’s teaching it to 


swear, the A-B-C of parrot language, he says. 
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BENJAMIN WIRELESS 
STAND LAMP CLUSTER 





The stand lamp has been considered as 
more or less a decorative fixture. But 
more and more the practical purchaser 1s 
asking “What are the service qualities of 
this lamp’? 


Broad, consistent advertising campaigns have edu- 
cated the public to the point where it looks for certain 
qualities in lighting fixtures. 


The name Benjamin has been identified with these 
campaigns. The name has come to mean Quality and 
Service in the thousands of homes who know the Ben- 
jamin No. 92 Two-Way Plug and other Benjamin elec- 
trical devices. 


Benjamin stand lamp clusters are equally identified 
with Quality and Service. They represent the highest, 
up-to-date development in principle, materials and 
workmanship. They combine with the stand lamp’s 
appearance an untold service value—a service value 
that is established and guaranteed by the name on the 
cluster. 


BEN/AMI 


Makers Of Things More Useful 








Across 
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BENJAMIN 





ADJUSTABLE STAND 


LAMP CLUSTER 


Here Is Where You Cash 
In On Your Ability 


The manufacturer of stand lamps depends to a great 
degree upon the originality and beauty of his designs 
to market his product. 


He buys lamp clusters in quantities which produces 
a nice profit to the salesman closing the deal. 


The lamp clusters will be Benjamin Stand Lamp 
Clusters and the salesman should be you. 


The lamp manufacturer will not be reluctant to build 
Benjamin Prestige into his own product. No matter 
how beautiful the design of the lamp may be, the lamp 
fixture remains the heart of the unit, and upon it de- 
pends what the lamp delivers in service. 


Benjamin Stand Lamp Clusters are made for all 
electric table and floor lamps, both in the fixed and ad- 
justable socket styles—with stems or without—to suit 
any lamp stand. Sockets and entire mechanism are 
combined in one piece. 

Get aboard with our advertising campaign that 
reaches manufacturer, jobber and consumer alike, and 
know “the feel” of selling an article that packs a 
punch. 


For details write the Advertising Department, 806 W. Washington Blod., Chicago 


Benjamin Electric Mfg. Co. 
Factories: Chicago and Desplaines, III. 


Sales and Distribution Offices: 
247 W. 17th St., New York; 806 W. Washington Blvd., Chicago 
580-582 Howard St., San Francisco 
Benjamin Electric Mfg. Co. of Canada, Ltd., Toronto, Canada 
The Benjamin Electric Limited, London, England 













BerobucrsN 


The following are divi- 
sions of Benjamin prod- 
ucts on which we will 
be glad to send informa- 
tion: 

Industrial Lighting Division 


Electrical Division (including 
Benjamin Two-Way Plug) 


Pressed Steel Products Divi- 
sion 


Enameled Products Division 
Starrett Panel Board Division 
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History of the Commercial 
Electrical Supply Co. 


HE city of St. Louis ranks 
first in the distribution of a 
great many products, her  whole- 


sale houses having an_ international 


clientele. There is a sturdiness char- 


acteristic of her older’ institutions, 


having weathered the vicissitudes in- 


cident to the establishment of  per- 
maneney, and maintaining decade 
after decade the reputation § of 
straightforwardness and __ honorable 
tradesmanship. 

The subject of this sketch, the 
Commercial Electrical Supply Com- 
pany, is the oldest wholesale dis- 


tributor of electrical merchandise wesi 
of the Mississippi. From a modest 
beginning in 18938, at 821 Pine street, 
with a sales force of three people, the 
elder Nolker laid the foundation of a 
business for his sons that has kept 
pace in every respect with the spirit 
that has ever evidenced the phenom- 
inal influence St. Louis has had in the 
world of trade. 

For twenty-one years, the guiding 
hand of Wm. H. Nolker has steered 
his craft steadily onward and today, 
while still a comparatively young man, 
his business is bringing the inevitable 
of of 
Associated with him was his brother 


Nolker death in 


reward steadfastness purpose. 


Louis T. until his 
1915. 
In September, 1896, larger quar- 





needed and the business 
moved to 1007-09 Market street. 


September, 1905, 35,000 square feet 


ters were 


In 


of floor space was acquired at the 
northeast 15th and Pine 
streets. In a few years this proved 
to be inadequate to take care of this 


corner of 


rapidly expanding institution, and in 
July, 1919, the 
Broadway and Spruce, with approxi- 
mately 100,000 square feet of floor 
space was especially designed for its 


present location at 


use. The new building, which it occu- 
pies entirely, has a frontage of 114 
feet on Broadway and 118 feet on 
Spruce, including a private driveway 
feet 
Spruce under the second floor and 


eighteen wide extending from 
still another private driveway four- 
teen feet wide in the open, giving ex- 
ceptional loading facilities regardless 
of weather conditions. 

The building is in the heart of the 
wholesale district (Cupples Station) 
and consists of five stories and base- 
ment of the most modern type of slow 
combustion structure, having a load 
of 350 Ibs. 
Automatic sprinklers 


factor per square foot. 


are installed 
throughout. ‘Two 4000 pound electric 
elevators and a spiral chute extending 
from the top floor to the bottom han- 
the 
and affords every facility for quick 


dles merchandise expeditiously 


delivery both for outgoing shipments 
and city sales. 
The general sales department, 





Home or THE COMMERCIAL 


ELECTRICAL 


Suprty Co., Sr. Lovis, Mo. 








illuminating engineering, lamp, appa- 
ratus and specialty departments are 
under the supervision of department 
managers who are directly responsi- 
ble for the efficiency and proper main- 
tenance of their particular assign- 
ments. 

The company maintains one of the 
the 


West, one entire floor being utilized 


largest motor repair shops in 


for its use. Only the most competent 
workmanship is permitted in this de- 
partment as the company’s guarantee 
accompanies every piece of apparatus 
that leaves the floor. 

The 


the supervision of two department 


specialty department, under 
heads takes care of the washing ma- 
chines, electric 
ranges and cooking and heating appli- 


vacuum sweepers, 
ances, co-operating with the central 
station and contractor-dealer in sug- 
gestions for campaigns for new busi- 
ness augmented by a personal visit in 
the territory and assuming personal 
direction if necessary. 

The 


partment assists in solving the light- 


illuminating engineering de- 


ing problems for stores, factories and 
plants, giving intelligent and accurate 
direction tending to efficiency and low 
cost of illumination equipment and 
current consumption. This service is 
without cost to the trade. 

In 1907, Mr. L. S. (Lew) Hunt be- 
came associated with this company as 
its general sales manager. His many 
years of 
phase of the electrical game made him 
peculiarly fitted to assume the direc- 
tion of this rapidly growing concern. 

Mr. Hunt's 


coupled with an infectious personal- 


close contact with every 


wide acquaintance 
ity, knowing the selling game from 
the angle of operator, dealer and 
traveling salesman, gives this com- 
pany an asset, the value of which is 
difficult to estimate. 

A sales force of 27 traveling men, 
backed by the intelligent co-operation 
of over 100 employees, constantly on 
the alert to serve, gives the purchaser 
every assistance in service and selec- 
tion. 

Its officers are: Wm. H. Nolker, 
Pres. and Treas.; Robert E. Nolker, 
Sec’y; L. S. Hunt, 
and Gen. Sales Mgr. 


Vice-Pres. and 
Asst. Gen. Mgr. 

Its many thousands of pleased cus- 
tomers are indicative of the Commer- 
cial company’s many long vears of 
well earned prosperity and progress. 






















THE JoBBER'S fA) SALESMAN 








Only One Cap to remove, and no leather or asbestos 
washers to bother with in Trico Fuses 





The simple construction of Trico Renewable Cartridge Fuses provides greater efficiency 
and longer life. 


They can easily be renewed by simply unscrewing the brass cap. There are no leather 
or asbestos washers to bother with because Trico renewals are “‘powder filled’’ and, there- 
fore, flameproof. 


Furthermore, you do not have to use two, three, and on the larger sizes, as many as 
four links, to arrive at the required capacity. There is but one element in a Trico shell. 


The ease with which the Knife-blade type can be renewed has been further increased by 
the adoption of the “‘U"’ type terminal on the renewal element so that it is unnecessary to 
take out the bolts from the knife blade but merely loosen them, drop out the old renewal and 
slip in the new. 


The assemblage of Trico Fuses not only affords a good, strong contact and longer life 
but also protects production, because there is no time wasted in renewing them. 





Approved in all capacities by the Underwriters’ Laboratories, Inc., and by 
the Millers Mutual Fire Insurance Cos., also by the Factory Mutual Fire Insur- 
ance Cos. in all Ferrule types. 


THE M. B. AUSTIN COMPANY 


700 JACKSON BLVD., CHICAGO, ILL. 


REG. U.S. PAT. OFF. 
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CLEVELAND 


The United Blectric Company, 


BOVHIRY BIBLE ALTE GLENS 








FACTORIES 


CABLE ADORESS GENERAL OFFICES CANTON, USA 








“TUEC” CANTON » TORONTO,CANADA 


Mr. Dealer: 
HOUSEKEEPING IS THE GREATEST BUSINESS IN THE WORLD! 


Just for a moment—turn that thought over in your mind. Grasp what 
it means—to YOU! 


More persons are engaged in Housekeeping than in Agriculture. And 
the farm implement business (one of America's largest manufacturing 
industries) owes its remarkable growth and tremendous prosperity to the 
lack of farm laborers. Reapers, binders, threshers and tractors are 
inventions whose mother was NECESSITY. 


The same pressing NECESSITY (the unprecedented shortage of domestics) 
has turned the attention of our twenty million housewives to the only 
source of relief—electrical housekeeping "implements" as a substitute 
for human help. Result, the electrical household utility business is 
today repeating the history of the farm implement industry. Manufacturer. 
of vacuum cleaners, washing machines, electric irons and ironing machines, 
etc., cannot begin to supply the enormous and fast growing demand for 
their products. 


When was ever such an opportunity offered before to live retailers? 


To talk is easy, but proof that PROVES and leaves no room for doubt 
or argument is another matter. Which is why we refrain from making mere 
claims and seek instead the privilege of presenting our PROOF. 


We ask permission—at our own expense and without the slightest 
obligation on your part—to put an OHIO-TUEC Electric Vacuum Cleaner 
BEFORE YOUR EYES—RIGHT INTO YOUR HANDS—for examination and comparison. 


The machine will come to you alone, unaccompanied by any salesman. 
You will find it a well=bred, well-mannered visitor; it will not annoy you 
nor intrude on your busy hours, but will politely and patiently await 
your convenience. 


Then, when you can spare five minutes, take the lid off its box. You 
will find the Cleaner completely set up—all ready for use when lifted out, 
with explanatory tags attached to each part so that you may not overlook 
any of its distinctive features, and with copies of our Dealer helps 
enclosed in the box—helps that HELP to find prospects and to CLOSE SALES. 
Then proceed to make your own tests. Be your own judge. Keep the cleaner 
or send it back at our expense, just as you choose, 


Write us today. Cordially yours, 
THE UNITED ELECTRIC COMPANY, 


General Manager, 








TH 
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This is the Crate 
as it comes 
to you — 


—and 


lift out the OHIO-TUEC — assembled com- 


plete, ready for instant use—any test you 


wish to give it. 


The tags explain eac 


tinctive feature of OHIO-TUEC design 


and construction. 


Our advertisements are appearing every month 
in magazines that go into twelve million homes 


THE UNITED ELECTRIC COMPANY 


CANTON, OHIO 


Canadian Plant — Toronto, Ont. 





Send your name on a postal 
and let us ship you this 
Silent Demonstrator, at our 
expense, for examination and 
comparison. 
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You remove 


the Lid — 


h part and dis- 
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TAILOR-MADE SELLING 


two dollars down, and a year to pay. 
Most of 


your other dealers sell on 
time. Several of them have been 
pushing cleaners for years........I hap- 


pen to know of one that has sold over 


1600 cleaners alone. Do vou know 


how many out of those 15,000 people 


can afford to buy that cleaner you have 


there?’ I didn’t—I’d never taken the 
trouble to find out. ‘Well, I’]l tell 
you, he said, ‘with the highesi 


priced cleaner, one that is heavy, hard 
to carry around, and of a type of 
construction that has to fight the en- 
tire field you'll be lucky to sell six 
Not that that clean- 
er is bad, but simply because this is 


dozen in a vear. 


the one place in this state where it 
won't go over (I found later that this 
was true—the lighting company had 
failed with it, the cleaner company’s 
had 


failed and I can only attribute it to 
the rather peculiar character of our 


own promotion men and gang 


people, whose housefurnishings are 
not, for the average, of a character 
that invites work such as that heavy 
cleaner did.) And that’s my first sug- 


gestion, either get rid of most of 
those cleaners; put it squarely up to 
vour old jobber, or advertise them at 
a sacrifice—anything to get them go- 
Move them out, either the front 


way or the back, at whatever profit 


ing. 


vou can—but move them. A month is 
long enough—if you can’t sell any 
of them in a month take a new grip 


and go to it with another cleaner!’ 
“Then this astonishing fellow sat 
down with paper and pencil, and pro- 
ceeded to analyze my local cleaner 
market. He showed me where, on an 
average of so many cleaner sales per 
month, over a period of years, the 
then retailers selling cleaners should 
have sold practically sixty per cent 
of the families having wired houses 
in the city. Of that remaining forty 
per cent, I was competing with nine 
active concerns for business witheut 
any specially favorable location, no 
the 


price, terms, or quality—and with lit- 


special inducements in way of 
tle or no advertising. When he got 
felt pretty blue. I 


mad at myself, mad at my jobber 


through I was 


for permitting me to load up, and 
mad at my friend for showing me 


how foolish I'd been. 


But he ignored 





(Continued from page 8) 


attitude. 


though nothing had happened. 


my He went right con as 
He 
showed me where I ought to get clean- 
er business, how, with a cleaner at a 
lower cost, to sell to the average fam- 
ily whose old houses were being wired 
daily, even if it did not do all that 
the other, higher-priced cleaner would 


do—I 


and sell more goods. 


more 
He told me an- 


would have prospects, 


thing that astonished me—I 
known it, but I never 
realized it— and that is that the big 
field for cleaner sales is not. with the 
ultra-rich—the people with scads of 
but in the middle or average 
These people have no 
servants, the wealthy 
families the mistress of the house too 
often says: ‘Oh, we have servants to 
do our work, and they just simply 


other 


should have 


money- 
class families. 
whereas in 


bother with a 


they are too used to the old 


won t new-fangled 
cleaner 
broom, and they have to clean any- 
way, so why not let them do it as 
they prefer?’ I tell you, when a 
man talks the way he did you can't 
He talked about my 
troubles, my business and showed me 


ielp but listen. 


a way to get out from under without 
loss. 
“All the 


my buying stuff. 


time he never mentioned 


I didn’t even know 

















kK. S. Parker, manager of the fixture 
studios for Pettingell-Andrews Co., Bos- 
ton, admits he is a crack golfer. In 
testimony whereof we submit this photo. 
His friends likewise admit he is some 
lighting specialist. 





whether he sold cleaners or not. He 
helped me lay out a plain simple ad 
for the papers, which with some cor- 
rections, and help from the news- 
paper man I ran in the next day's 
paper. It was simply an announce- 
ment of my new store, stating what 
I did, and where and what I had to 
offer. But the crux of it was that be- 
fore it ran he had taken me around to 
the Morris Plan Bank and gotten me 
fixed up so that I could handle de- 
ferred payment business. I'll always 
bless him for that. I 
have survived without that financial 
For, of the cleaners I sold for 


never could 


help. 
the next few months, I made just one 
cash sale. But I finally managed to 
unload my lot of expensive cleaners. 

“Before he left the next day he 
gave me the names of several good 
books on merchandising; he stirred 
me up to go over to the department 
store and see how they dressed their 
store and windows, how they handled 
credits, and so on, and he went all 
through my stock with me, blue-pen- 
ciling a lot of useless stuff I'd fallen 
for, which he marked ‘get rid of.’ 
But why go into details? That man 
was a merchandiser—at least he knew 
retailing and he knew my faults, as 
well as the foibles and weaknesses 
of the average electrical dealer. And 
he went away without talking orders 
to me. I heard from him, and from 
his house many times during the next 
He sent me literature, 
would 


thirty days. 
marked where he thought it 
help me; he sent me trade journals, 
one in particular telling how to ad- 


vertise an electrical store which I 
remember helped me a lot. Best of 
all he gave me a lot of encourage- 


ment, and pep, and instead of moan- 
ing about my lot, I went out and 
eventually won out. 

“That’s what I 
made’ selling. He talked my _ busi- 
ness, my troubles, my problems, not 


mean by ‘tailor- 


his goods, his service, his this-and- 


that. That's why when he came 
back on his next trip I had some 
orders for him. Other salesmen 


simply drop in, thumb over the big 
catalog, with a ‘need any vibrators 
~-and so on—today?’ Whereas, he 
tells me what I need it—and proves 
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TANDARDIZE 
PARTANIZE 


SPARTAN 


REG U.S-PAT. OFF. 


Standard Plugs and Receptacles 





No. 700 





Meet and match all needs and con- 
ditions—Spartan Standard Line of | 
Interchangeable Plugs and Recepta- 
cles—more than forty Standard Re- 
ceptacles, and thirty Caps (or plugs), 
x ————. any of which will fit any Spartan 
Bee Receptacle, whether the cap is of the 
reversible or the non-reversible 


(polarity) type. 


& 


KA 





Some of the Spartan Standard Line 
of plugs and receptacles are shown 
here. Let us send details of the com- 
plete line. Ask our nearest office. 





No. 120 with plato No. 115 No. 467 (includes plate) 


THE BRYANT ELECTRIC COMPANY 


BRIDGEPORT, CONN. 
NEW YORK CHICAGO SAN FRANCISCO 
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to me why I need it—and he shows 
me how to sell my stuff.” 

The average jobber’s salesman never 
gets really close to his customers. 
What makes the above-the-average 
salesman is the fact that he can usual- 
ly get down under the skin of his 
trade. He is able to impress them 
with his knowledge, his ability to 
give them wise counsel, good help in 
their business problems. He is con- 
tinualy looking at things from their 
viewpoint. And he seldom has to 
force the selling—they buy. When 
it does come time for him to push 
some one line, or class of material or 
merchandise, his argument is to show 
them where and how they will benefit 
by buying and buying now. Whereas, 
the average salesman in his eagerness 
puts himself, his house, or the goods 
first. 

All of this may sound a lot like 
“old stuff” to the experienced sales- 
man. But this is not for him, this is 
intended for the salesman who has 
gotten into that well-known groove, 
called the “rut,” into which nearly 
all jobbers’ salesmen tumble at some 
time or other . . . the rut which Fl- 
bert Hubbard spoke about as being 
just like a grave, except for the 
length and the depth. 

To illustrate still further: Years 
ago I had an uncle who for forty- 
five years traveled with a shirt com- 
pany whose name and reputation and 
business went into the grave along 
with these splendid old line sales- 
men that built and sustained the busi- 
ness. The firm did no advertising; 
they built no customers’ demand, or 
reputation for their goods. They de- 
pended upon quality goods and high 
class selling, plus careful co-operative 
work with their customers, to win for 
them. They won, for a time, but in 
the end, they went. 

Long after my uncle died I 
dropped into Hickey’s, the Detroit 
Clothier, on Woodward Avenue, to se- 
cure Mr. Hickey’s support of a cer- 
tain movement. During the talk I 
asked him casually if he ever remem- 
bered a salesman for the old shirt 
company named Ned Woolley. “You 
bet I do,” he said . . . “Net Wovlley 
started me in business, twenty years 
ago. I was a youngster, on a back 
street, and Ned called on me regular- 
ly. He was more like a father to 
me. One day he said, ‘Hickey, I’ve 
got the place picked out for you on 
the avenue; you've got to get off this 





street if you are to become a big 
factor in merchandising, you have all 
the attributes of the successful mer- 
chant—get busy and look into the 
proposition’; I did—and the result 
you see today in this big store.”’ 

I mention this to recall how those 
old line salesmen were looked up to 
by their customers. Of course not 
all of them could or would dare take 
the job of confidential advisor as in 
this case, but the sooner any sales- 
man gets on that fine personal ‘foot- 
ing with his trade, where his cus- 
tomers will take his advice as well as 
his goods—and seek both—he’s made. 
He’s the chap who just must step on 
and up. 

Plenty of Opportunity 

In the electrical field today there is 
plenty of room for good, sound pro- 
motional work. The electrical con- 
tractor-dealer, ' particularly, needs 
coaching, training, helping. You men 
who call on them—the next time you 
go into their place of business, make 
it a point to check up the account- 
ing system—jot down a few pertinent 
facts on such questions as these: 

Does the dealer know his costs? 
Does he figure his profits on the sell- 
ing or the cost price? How often 
does he turn his stock—if he knows? 
Does he take advantage of his dis- 
counts?—this and other accounting 
and financial information your own 
credit and accounting department can 
give you. Then get down the an- 
swers to such questions as_ these: 
Does the dealer analyze his market? 
Does he buy accordingly? Does he 
display his goods in store and win- 
dow to their best advantage—from 
the sales viewpoint? Does he adver- 
tise? How much—how often, and 
what? Does he wait for people to 
come in to buy, or does he make an ef- 
fort to actually sell the goods? Does 
he try to do all the detail work of buy- 
ing selling, advertising, cleaning store 
and so on, himself? Get down the 
facts. And next time you come to call 
on him, be able to point out to him 
how he should do it—how the other 
fellow does it more successfully. An- 
swers to these questions will give you 
plenty of sales ammunition to shoot 
at him, and at any customer. 

Do you, Mr. Jobber’s Salesman, 
know the cost-to-do-business in the 
average contractor-dealer business of 
say $20,000, $50,000 and $100,000? 
Do you know what to tell your cus- 


tomer when he asks you what percent- 
age of his gross business he should 
spend for advertising—and where he 
should spend it, for mail advertising 
or in the newspapers? Can you tell 
him what to feature in his store and 
window displays—when and why? 
Maybe it is advisable for the jobber 
to have a bit of schooling at home 
first. Busy salesmen trotting the 
streets and hitting the road day after 
day have precious little time to study 
these things out, that’s true. The 
house owes it to its men to see that 
they are supplied with this data, so 
far as possible. But the wise sales- 
man, as in the case of the before-men- 
tioned successful “getter” jinds the 
time—or takes it—to get the facts. 


I know a jobber’s salesman who 
has just been offered the general sales 
management of a great vacuum clean- 
er company. He knows the answers 
to questions any contractor-dealer 
may put him, and he does not have to 
“stall” either. From selling wire, 
cable, and line materials, he graduat- 
ed, by degrees into the household and 
specialty field. He _ deliberately 
chucked up one job with a large job- 
ber, to go to a different concern, at 
less salary, simply so that he could 
specialize. Today he is back with the 
old firm, in charge of a most important 
department. And tomorrow—well, it 
will be another step up for him. His 
recipe for success? I remember one 
thing he said to me: 


“T’ve set myself to being the best 
informed man on household electrical 
specialties in America. I can demon- 
strate a washer or cleaner as well as 
talk it. I can cook—and do cook—on 
electric ranges. I have tried various 
forms of window advertising, and 
kept records of each. I have tried 
different newspaper appeals—and I 
know what will and what won’t work. 
I know less than nothing about the 
ninumial theorem, but ask me some- 
thing about electric cooking and I'll 
be with you to the finish. I can’t know 
all there is to know about all eleciri- 
cal apparatus, materials and devices, 
so I just know as much as I can 
know, and as there is to know, about 
the things I like most to study and to 
sell.” 


Do you prefer going after motor 
business? Or is it line materials? Or 
household devices? Whatever your 
preference, then specialize in it—study 
it—learn it. 
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Fit standard outlet box. 

Take two standard attaching caps. 
Two connections to appliances 
from one outlet. 

Generous sized terminal screws. 
Plate attached easily with one 
screw. 

Large grooves at sides accommo- 
date conductors. 





C-H 77-20 
a Duplex Receptacle 





Rounded corners and the grooves 
make easy installation in box. 


Contacts are set back from sur- 
face of receptacle—prevents acci- 
dental contacts. 


Good appearance of the black 
enameled portion that is exposed 
to view when installed. 


Talk C-H 77-20 Duplex Receptacles 
When you call on your trade today. 


List price, C-H 77-20 Duplex, 85c; C-H 77-10 Single, 60c 


Handled by the Electrical Supply Houses of the United States 


Made by THE CUTLER-HAMMER MFG. CO. 


Milwaukee and New York 


HE 
LER-HAMMER 


SWITCH & SPECIALTY DEPT. 
CH 
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NINE POINTS THAT SELL i 


C-H 77-20 DUPLEX RECEPTACLES 
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WHAT NATIONAL MAZDA LAMPS 
MEAN TO THE JOBBER’S SALESMAN 


Vil 


TLATIONAL MAZDA lamp agents 
Yuy~ may wisely and consistently push 
wwe and develop their lamp business. 
The results of their efforts are protected 
against unfair price competition by the 
manufacturer’s uniform selling schedules 
which insure a fixed gross profit. 






The jobber’s salesman who serves the 
dealer is also protected by this establish- 
ment of uniform selling schedules. 























NATIONAL MAZDA lamps sell themselves 
wherever the blue carton is displayed 


NATIONAL Lame Works 


of General Electric Company 
Nela Park, Cleveland, Ohio 
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Each 





label 





represents a Sales Division equipped to give a complete lighting service. 





THE JOBBER’S fA) SALESMAN 





Good Light Stops Waste 


The ease with which a workman sees his 
tools and materials determines in great part 
the quality of his work as well as its quantity. 
Every plant manager who understands this 
tries to have enough light so that the work- 
man is not handicapped. The new idea how- 
ever, goes much further. It has been found 
that every increase in illumination results in 
greater production and more accuracy. The 
profitable limit in lighting has not been dis- 
covered. 





IVANHOE will gladly keep you informed on the 
latest developments in “good lighting” for industrial 
and commercial purposes. With IVANHOE experi- 
ence and assistance always available, no conditions 
are too difficult to handle. 


IVANHOE-REGENT WORKS of General Flectric Co. 
Cleveland, Ohio 


“Ivanhoe” Steel Reflectors, Lighting Glassware, Ander- 
son Self-Adjusting Arms, ‘and Illuminating Service. 








“Service to Lamps’ 


AYN Is (0)s 


SHADES~ REFLECTORS 
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The retirement of O. D. Pierce & 
Co. left him without a job and al- 
though he had excellent qualifications, 
he could not find one, owing to the 
panic conditions. Perhaps it was 
gocd for him that jobs were scarce 
for he decided to start in for himself 
creating his own job which has de- 
veloped into a big one. 

In starting his business he deter- 
mined to divorce the sale of supplies 
from the business of contracting for 
in visiting contractors he had found 
that they were not greatly pleased to 
buy supplies from a competitor, ‘or 
all dealers in Philadelphia were also 
contractors at that time. Therefore 
Mr. Stewart became the first jobber 
in electrical supplies exclusively in 
Philadelphia. 

His business was small to begin 
with and in 1896 he formed a part- 
nership with P. Logan Bockius. <A 
few months proved that the business 
was not yet big enough for two so that 
the firm of Frank H. Stewart & Co. 
was dissolved by Mr. Stewart's pur- 
chase of Mr. Bockius’ interest. 

From 1900 the business grew rapid- 
ly and in 1904 it was incorporated 
under the present name in order to 
admit of participation of employees 
in the ownership and management. 
Right here it may be said that this is 
one way in which Mr. Stewart carries 
out his conviction that everyone 
should be given a square deal. 

The premises at 35 North Seventh 
Street having been outgrown in 1907, 
Mr. Stewart bought the property of 
the first United States Mint building 
at 37 and 89 North Seventh street, 
and 681 Filbert street, adjoining the 
old corner property. Incidentally 
these buildings were the first federal 
buildings in the United States for 
which Congress appropriated money. 
A very interesting story is attached to 
the buildings, too lengthy, however, 
for relation here. 

Upon that site Mr. Stewart erected 
an addition to the business premises 
but later tore down the old buildings 
and erected the steel and concrete 
structure now occupied, which was, 
when erected in 1911, reputed to be 
the most complete electrical supplies 
building in the country. 

The cornerstone of the building was 


(Continued from page 21) 


laid in the afternoon of Jan., 1912, 
and in the cornerstone was placed a 
black lead box containing many old 
United States coins, the property of 
Frank H. Stewart, some of them dat- 
ing back as far as 1798. Also placed 
in the box were many other articles 
appropriate to the occasion. “I en- 
deavored,” says Mr. Stewart, “to 
make the contents of the box of real 
interest to future generations.” It con- 
tains a request that the finder of the 
box and contents replace it in any new 
building which may be erected on the 
site. Names of officers and employees 
of the Frank H. Stewart Electric Co., 
business cards of architects and con- 
tractors doing work on the building, 
pictures of the old mint, “Ye Old 
Mint” booklet, a history of the Stew- 
art family in New Jersey and mem- 
bership lists of Trimble, Ionic and 
Rising Star lodges were among the 
mementos contained in the box. Late- 
ly the old store, 35 North Seventh 
street (corner Seventh and Filbert), 
has been purchased and will be added 
to the new building. 














“Gangway for a petty officer,” meaning, 
low bridge; here comes a horse shoe. Who 
would ever think that this is our demo- 
cratic friend, H. F. Thomas, president of 
the Northwestern Electric Equipment Co., 
St. Paul, Minn., out pitching horse shoes 
with the boys at his company’s outing. 
Official figures aren’t available as to how 
Mr. Thomas came out in the contest but 
we’d place our money on him. Notice how 
he trains his keen eyes on that stake. 





FRANK H. STEWART 





Mr. Stewart is an accomplished 
historian and is particularly well 
versed on the history of New Jersey. 
As such he has made himself invalu- 
able to the state and community in 
which he lives. There is no record or 
information available as to what led 
him to take up the study of United 
States history, since his education was 
of a business nature, but from the lo- 
cation of Mr. Stewart’s business the 
reader probably will be of the same 
opinion as the author—that location 
prompted thought and _ thought 
prompted action. 

An attention attracting part of the 
furnishings of Mr. Stewart’s offices is 
a section of the floor containing mas- 
sive pieces of furniture, too heavy for 
the average woman to lift, which were 
made from the oak timbers in the old 
mint. 

As evidence of Mr. Stewart's activ- 
ities as a historian it is found that 
he is director and historian of the 
New Jersey Society of Pennsylvania, 
director of the Genealogical Society 
of Pennsylvania, Director, Sons of 
the Revolution, of New Jersey, Presi- 
dent, Old Gloucester Chapter, Sons 
of the Revolution, president of the 
Gloucester County Historic Society 
and a member of the Historical So- 
ciety of Pennsylvania. Particularly 
is he interested in genealogy and in 
addition to having written several his- 
torical works he is the author of sev- 
eral genealogical publications covering 
the family trees of many old New 
Jersey families. 


As a hobby, and ranking close to 
his interest in history and genealogy, 
is the collecting of relics in which 
pastime he seems impartial as to the 
nature of the curio. He has large 
collections of Indian arrow and spear 
heads, geological curiosities of all 
kinds, ancient manuscripts, antiquated 
books, old electric incandescent lamps, 
and crude electrical devices and _ fit- 
tings as were used in the early ’80s. 
Any real curio is of enough interest to 
gain a place in Mr. Stewart’s collec- 
tion and if one wanders through the 
various museums and _ institutes of 
Philadelphia and particularly Con- 
gress Hall one will find many relics 
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Talking Point No. 5 


--in a series to jobbers’ salesmen, 
showing why Hubbell Electrical Spe- 
cialties make friends with your customers. 


These Are the 
Hubbell Plug Caps 


——with “Standard” Tandem or 


* Parali l ba Blade S. 





TANDEM BLADES: Here the two brass contact 
blades are tandem and may be pushed into any 
Hubbell plug base or receptacle having standard 
Tandem, I-T or T-T slots. 


PARALLEL BLADES: In this type of cap the 
contact blades are parallel. Also of standard size 
and spacing, they may be pushed into any Hubbell 
plug base or receptacle having standard Parallel or 
T-1 slots. 

HUBBELL T-T SLOT: This is a combination of 
the standard parallel and tandem slots and is an 
exclusive feature with all Hubbell Receptacles and 
Current Taps. Thus a Hubbell Receptacle or Cur- 
rent Tap for lighting circuits will take all types of 
Hubbell and STANDARD plug caps whether their 
blades are parallel or tandem. 


This common-sense construction is 
ably reinforced by highest quality in 
material and workmanship; all of 
which assure permanent satisfaction. 
Write for literature. 
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HUBBELL 
DOh})) SPECIALTIES 


CONN, U.S.A. 








HARVEY 


ELECTRICAL | 
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of varied description that have been 
donated and loaned by him. 

Art, too, commands his attention, 
and, among other valuable works that 
he possesses, is an original oil paint- 
ing by Rembrandt Peale of George 
Washington who at one time made his 
headquarters not far from those of 
Mr. Stewart. 

Mr. Stewart relates some exceed- 
ingly interesting reminiscences of the 
electrical Supply business in the days 
when his odd collection of electrical 
lamps and devices were in use. 
~“T am not an old man,” he says, 
“and ordinarily a person of my age 
would not be in a position to write or 
say anything of an historical nature 
based on my own experience. The 
changes, however, in the electrical 
business have been so fast and great 
during the last 28 years that I am an 
old timer, despite my intention to re- 
main as young as I can, as long as I 
can. 

“In September, 1892, when I was 
put on the road selling incandescent 
lamps and supplies the price of 16-cp. 
bamboo filament lamps was 40 cents 
each in lots of 1000. My first trip 
lasted two weeks and I was in practi- 
cally every town in Pennsylvania that 
used electricity, east of Johnstown. 
There were very few electrical con- 
tractors in those days capable of doing 
wiring for electric lights. I cannot 
recall more than half a dozen al- 
though a great many boys were en- 
gaged in putting up door bells, which 
were more of a novelty then than now. 
The electric lighting companies did 
nearly all the wiring on their own cir- 
cuits and in most cases did not want 
anyone else to work on their lines. 
This tendency was fostered to some 
extent by the fact that they issued 
certificates for the underwriters and 
held a rigid position. 

“In 1893 when the lamp litigation 
was on, I sold 16-cp. lamps as high 
as fifty-five cents each in thousand 
lots. 

“When I started in business for 
myself, in January, 1894, the first 
order for lamps I took was for 1100, 
priced as follows: 16-cp., 31 cents; 
32-cp., 51 cents; 50-cp., 81 cents. 

“Better lamps are sold today at 16 
cents each than those sold at the 
prices mentioned above. 

“The test of quality in those days 
yas simply the length of life. Nearly 
every town had its lamps noted for 
their age and blackness. It made no 





difference how much the candle power 
depreciated providing the lamp would 
still burn. Lamps were measured in 
amperes and not in watts. I suppose 
watt meters were in use in those days, 
but I never saw a central station with 
one. When salesmen began to carry 
watt meters they were regarded with 
great suspicion. It was even risky to 
‘arry a volt meter. I have tested 
many a circuit unbeknown to the cen- 
tral station man. Nowadays things 
are different. , 

“In 1892 there were four electrical 
supply salesmen traveling eastern 
Pennsylvania and parts of New Jer- 
sey, Delaware and Maryland. We 
always had an eye open for a big 
building on which our houses could 
bid on the wiring. 

“At that time a great many people 
were afraid to use electricity for illu- 
mination, and I[ recall a salesman who 
sold gas plants, who carried a series 
of clippings about lightning, short cir- 
cuits, etc., ete., to prove that gas was 
safer than electricity. He even ad- 
vised me to get out of the electrical 
business because he thought it had no 
future.” 

Mr. Stewart’s memoirs, it is to be 
hoped, can be published at some 
future date at greater length as he 
has the history of the industry just 
as completely at his tongue’s tip as 
he has that of his native state and his 
country. 

Aside from business and his histori- 
cal work, Frank H. Stewart finds time 
for the rod and sinker and any one 
who knows Mr. Stewart, knows how 
attractive his hooks are to those scaly 
aquatic creatures of the deep. He is 
expert enough at his favorite pastime, 
fishing, to make even those grizzled 
fisherman of the Cape Cod coast turn 
green with envy. 

The walls of his offices are hung 
with immense fish that he has caught. 
Only recently at Catalina Island, 
Calif., during the last E. S. J. A. con- 
vention, Mr. Stewart caught a monster 
fish measuring from head to tail 
greater length than its captor is tall. 
This, however, is but one of many 
and to keep in trim and close to his 
hobby he identified himself with the 
Ocean City (N. J.) Fishing Club, at 
its inception, of which he is an ex- 
president and ex-treasurer and writes 
its famous year books. 

This noteworthy jobber of so many 
accomplishments belongs to numerous 
other organizations besides those al- 





ready mentioned. He is vice-presi- 
dent of the Twentieth Street Improve- 
ments Association of Ocean City, 
N. J., president of the Commuters 
Association, vice-president of the 
Woodbury Country Club (meaning 
golf in addition to fishing), president 
of the North Pitman Land Co., ex- 
vice-president of the Pitman Cot- 
tagers’ Associations, ex-president of 
the Electric Club of Philadelphia, ex- 
president and member of the Pitman 
Masonic Club, ex-vice-president and 
member of the Rotary Club of Phila- 
delphia, ex-director and life member 
of the Camden Y. M. C. A., member 
of the Union League and Engineers’ 
Clubs, member of Franklin Institute 
and member of the Educational Com- 
mittee of the Chambers of Commerce 
of Philadelphia. 

A few of the slogans of the Frank 
H. Stewart Electric Co., and termed 
as Stewart's Strawets (the word 
“Stewart's” reversed) might be 
worthy of mention for it is the em 
ployees’ strict adherence to these 
principles of Mr. Stewart that has 
helped both him and the firm to suc: 
cess. Some of them are: “Do 
nothing your own mother would not 
be proud to have you do—Treat the 
keen and confiding buyer alike—lIt is 
not what our competitors do but what 
we do that counts well—The man 
with the lowest price is excessively 
hard to find; his name and place of 
business is constantly changing; he 
may be in either the poorhouse or the 
jail.” Slogans are helpful things es- 
pecially when they are actually prac- 
ticed. Mr. Stewart, even more than 
his employees, has practiced them. 
That’s why he’s a successful jobber 
and business man held in high esteem 
by employee and competitor alike. 

The extraordinary personality and 
characteristics of Frank H. Stewart 
might be dwelled upon to still greater 
length and those who read this short 
discussion of him would undoubtedly 
be more than glad to learn more of 
this interesting jobber but if the 
reader happens to be passing throug 
or stopping in Philadelphia at some 
time in the future he can spend a very 
delightful hour, morning or day at 37 
North Seventh street, the offices of 
Frank H. Stewart, one of the ever-to- 
be-remembered founders of the whole- 
sale electrical supply business and 
one who is erecting a monument to 
himself in his constructive efforts in 
behalf of his calling, the electrical. 























electric washers 
lift and dip 
the soiled fabrics 
in atub of sudsy 
water. And itis 
a good method. 






































The A B " Electric Laundress does both. 


Rapidly it alternates these good methods. 
And so it combines their advantages. 


Electric 
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Other 


electric washers 
rock and toss 
the soiled fabrics 
to and fro in 
sudsy water. 
And it is a good 
method. 


humdyels 
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Two Good Washers in One, or 
the cA-B-C Electric Laundress 


THus you have the solution to the problem in symbols 
that you have seen in recent issues of the Electrical trade 
publications and in newspapers throughout the country. 
The illustrations on the reverse side will convey the meaning of these 
symbols to the American public in a double page spread in The Saturday 


Kvening Post of August 28th, and the September women’s publications— 
also in the display windows of A-B-C dealers everywhere. 












A great amount of vital energy and printers’ ink have been expended in 
discussions regarding the relative merits of the two leading principles of 
electric washing — the cylinder and the oscillating. Each type has its 
adherants among dealers and housewives alike. 









The graphic presentation of the ‘‘two-in-one’’ washing principle of the 
A-B-C Eleétric Laundress, by means of the symbols shown above, will 
eventually end discussion as to which type is preferable. A-B-C National 
Advertising can afford to admit that each type has its advantages and is a good 
method, because the A-B-C effectively combines every advantage of 40th. 


And from the dealer’s viewpoint-- 


it has been the experience of thousands of dealers that selling only one 
type of washer has caused them to lose sales to those who have been in- 
fluenced by adherants of the other; that “straddling the fence” by featuring 
washers of both types has taken the ‘“‘punch”’ from their selling argument 
in favor of either; that concentrating their entire energies on the A-B-C 
not only enables them to satisfy the advocates of both types, but also 
those who are in doubt as to which washing principle is best. 






















There’s an A-B-C Distributor near you who 
will gladly explain these advantages in detail 


Altorfer Bros. Company 


PEORIA—NEW YORK CITY 


(Executive Offices, Peoria, Illinois ) 
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THE EASIEST WAY TO SELL 


“This principle of selling that I 
wish to make clear is sometimes re- 
ferred to as that of non-resistance. It 
is based on the fact that it is easier 
to bring others to our point of view by 
going arm in arm with them than it is 
to pull or drag them. 
Mr. Dealer says to me, ‘No, I'll not 
order anything today.’ 
ory is to say, all right, I’m sorry for 
that for your sake, but you undoubted- 
ly know what you are about. How- 
ever, if you don’t want to buy goods 
then you surely do want to sell goods. 
I’m as full of dealer helps as a town 
dog is of fleas—while, I’m here, what 


For instance, 


Now my the- 


can I do to help you sell goods, or 
some other such line of talk. 
“Observe, if you please, that I have 
not sacrificed any of my opportunity 
On the con- 
trary, I have gained something, be- 


by agreeing with him. 


cause he had himself all cocked and 
primed to refuse me an order and keep 
on refusing. By agreeing with him I 
leave him with nothing to oppose and 
uphold his opposition—if he still must 
oppose me he can do so only by in- 
sisting upon my accepting an order 
after my having indicated my indiffer- 
ence about doing so. Opposition grows 
and feeds upon opposition. It is like a 
pointed stake resting upon the ground 
at an angle and in such a position that 
its top inclines towards you. Leave it 
alone and it falls of its own weight; 
oppose it by pushing against it and it 
becomes the more firmly embedded. 
Thus it is with our desires and opin- 
ions when they are opposed forcibly. 
But by agreeing with the dealer about 
him not giving an order, and then pro- 
viding a further basis for agreement 
by offering to help him with his sell- 
ing I strengthen my case wonderfully. 

“IT remember once calling upon a 
dealer who turned me down hard and 
cold, snapping out his refusal as though 
he would like to have bitten off my 
head. He was fairly itching to have 
some one oppose him, but I took the 
wind out of his sails by agreeing wil- 
lingly enough with his stand in the 
matter and hoping, as I said. that 
business would come his way and that 
he would be better able to buy next 
This occurred in his private of- 
fice. I made as if to take mv de- 
parture, looking all the while for an 


time. 





(Continued from page 13) 


excuse to come back at him where 
there would be no incentive to oppose 
me, and just to the left of the door 
leading from his office I found what I 
needed, in the shape of a picture of a 
fine big string of small mouth black 
I’m a ‘bug’ myself; so there was 
no hypocrisy in my display of inter- 
est over that picture. 


bass. 


Well, one word 
led to another and we talked fish for 
He kept his tackle 


in a locker in his office, and we soon 


an hour at least. 


had our heads together in an animated 
discussion about flies and hooks and 
so on. His feeling of opposition and 
his desire to oppose me was banished 
entirely, and eventually we just sort 
of drifted back to a discussion of busi- 
ness matters—and I came away with 
an order, a big one. 

“You see, it takes just as much 
energy—more in fact—for the dealer 
to oppose you as it does to go through 
the processes of agreeing to buy and 
making up an order. Either way you 
take it there is an expenditure of 


energy—the trick is to divert that 
energy to the buying course. If, when 


the dealer says he will not buy, you 
come back by saying in effect, Oh, yes, 
you must. you know, you are simply 
pushing against the stake—embedding 
his opposition all the firmer. It is as 
though, when you refused to move for- 
ward bodily I reached out and grabbed 
vou and attempted to pull you for- 
ward. Naturally, of course, you re- 
Well, very 
much the same conditions obtain when 


sist; a struggle ensues. 


mental opposition is met by force in 
kind. 
of buying and becomes, rather, a test 
of strength. 
course, but mere energy, unguided bv 


The main issue ceases to be that 
Strength is necessary. of 


skill, tact and diplomacy is a drug on 
the market. Words, on the other hand, 
will make men jump through hoops, 
if they be strung together right. 
“Recently I saw an exhibition that 
will serve to illustrate my meaning 
beautifully. I was hanging on to the 
running board of an open trolley car 
with teeth and toe nails, and it did not 
seem to be that there was room for 
even a mosquito to wedge itself in. 
He 
had one foot on the running board 
and was holding on to a rail with but 
one hand. The car stopped at a cor- 


Next to me was a laboring man. 








ner to throw a switch and a man bus- 
He touched 
the laboring man to attract his atten- 
tion and when he turned around the 
man who wanted to get aboard the car 
said: “My friend, you look like too 
good an American to allow those for- 
eagners to keep you out here on the 
running board; squeeze into that aisle 
—if you are strong enough.’ I’ll be 
shot if the fellow didn’t do, not only 
that, but he left room enough behind 
him so that the other man was able 
to get a footing on the running board 
for both feet and a placé to grip with 
both hands. You can imagine what 
chance there would have been for that 
man to get aboard the car by the em- 
ployment of force. Selling seems much 


tled up to get on the car. 


like that to me—brains versus mere 
strength. 
“Have I made my point clear? | 


don’t for a minute wish to suggest that 
selling requires a man to act like a 
spineless thing, agreeing with all that 
is said and done, far from it. The need 
to transform opposition into agree- 
ment is ever imminent, and the sales- 
man’s job is to do just that. But 
there are ways and ways of accom- 
plishing the desired results, and I am 
holding a brief for the easiest way, by 
employing diplomacy, rather than men- 
tal opposition. 
There are times in selling when it is 


energy, to dissolve 
necessary, of course, to make a display 
of force and firmness and quell oppo- 
sition by greater display of that same, 
but it’s the hardest way for all that, as 
all who have tried it can testify. Be- 
sides, it makes hard work of selling. 
Whereas, I prefer to look at my work 
as being in the nature of a game. a 
contest—like fishing. 

“Tell your readers that when they 
meet with opposition they will profit 





by agreeing momentarily with the 
prospect—keeping, however, a very 


fine but strong string to their show of 


agreement, and reviving that point 
only after the storm signals have been 
lowered, as it were. And if that does 
not seem feasible, then change the 
subject and contrive to talk of matters 
upon which agreement is assured, 
keeping to those lines until it seems 
safe to swing back to the main issue. 
That is the easiest and therefore the 


best way to sell.” 
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_ The Old Reliable 


It's something to sell a 
complete line. 


It’s better yet if that line 
has proved itself worthy 
| of this title through 
thirty years of progress. 


So those who sell “H& H” 
Switches and “Paiste’’ 
Wiring Materials have a 
two-fold assurance of 
SUCCESS. 
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THE HART Gc HEGEMANM FG. 
Hartford, Conn. U.S. A. 


“We H” 
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Can You Improve Your Dealers’ Stores? 


(Continued from page 11) 


No doubt 


than one store which is violating every 


you have visited more 
principle of correct stock arrange- 
ment. You have seen the shop where 
the electric irons are rubbing elbows 
with boudoir lamps and grills are 
mixed in with electric shaving mugs. 
There are stores which make capital 
out of a mixed stock. They are called 
“Old Curiosity Shops” 
original or made to order antiques. 


and deal in 


But electrical appliances have not 
been on the market long enough to 
have any value as antiques and an 
electrical which 
after an “Old Curiosity Shop” is more 
apt to look like the Cross Roads Gen- 


eral Store. 


retail store copies 


No matter how small or how large 
an electrical shop may be there is ne 
for the utter lack of 
arrangement found in many. 


excuse proper 
Such a 
condition, when found, is often the 
result of ignorance, but more often the 
result of laziness on the part of the 
It takes very little intei- 
ligence to know that percolators and 
electric cleaners 


proprietor. 


don’t “harmonize.” 
Most any merchant knows, too, that it 
is not good practice to cover a table 
with an assorted collection of irons, 
toasters, tin 


commit 


porcelain knobs and 


shades. But some of them 
those sins and perhaps never notice 
the faux pas until you remind them of 
it. There is the point: the 


dealer is too busy, or thinks he is too 


often 


busy, to give thought to such matters. 
Often, too, his inside point of view 
prevents the 
portance of arranging his stock to sell. 


his appreciating im- 


If you would see an example of 


scientific arrangement visit a good de- 
partment store. You find the men’s 
wear in a section by itself—not sand 
wiched in between “Women’s Under- 
wear” “Children’s 
You will find collars, ties and shirts 


and Dresses.” 


grouped together. The purchase of a 
tie suggests a shirt, and the shirts are 
When a 


woman buys a pattern she finds the 


there conveniently to hand. 


dress goods counter just across the 
aisle. Kitchen ware is divorced from 
oriental rugs; when a man buys a pair 
of shoes he gets rubbers without leav- 
ing his seat. Take those same prin- 
ciples and apply them to the electric 


shop. The table appliance ‘‘Depart- 





ment” may be only a table or a corner 


of a show case but in it should be 
grouped all the associated devices 
which are used for table cookery. 


Portable lamps naturally fall into an- 


other group. Kitchen devices may 
constitute another department and 
washing and_ ironing appliances 


of course belong in still another. It 
all comes back to the principle of 
selling an idea. Your successful mer- 
chant sells the idea of cooking elec- 
trically, not a few articles of steel 
And to sell that idea he 
sees to it that his prospect’s attention 


and wire. 


is not divided with an intruding clean- 


er or iron. 
If you have seen the poorly ar- 
ranged store you have also seen the 


correctly arranged one. Help your 


customer who “hasn't the time’ or 
who really does not know any better 
by telling him of the good points of 
the better class of electrical shops 
which you visit. You will be doing 


him a kindness and you can chalk up 


another service rendered for your 
house. 
* * ¥* 
When a merchant asks how to ar- 














Hands on hips—Puace! G. W. John- 
ston, president, and G. A. Seabury, sales 
manager, Mid-West Electric Co., Omaha, 
Nebr., are out for a little exercise. How- 
ever, they are not exercising in synchron- 
ism as Mr. Seabury is just one arm aheaG 
of Mr. Johnston. At ease! 


range his counters, show cases, tables 
and shelving more than 50 per cent 
of the time you can safely advise him 
to first of all get rid of several pieces 
of his store furniture. There is 
greater danger of having too mucli 
furniture in a store than of having 
too little. 


ter, a glass show case and a table 


If there is one small coun- 


or two it will be pretty hard to ar- 
range them so that the store will ap- 
But 


multiply the cases and counter and 


pear crowded or “jumbled up.” 


an expert hand is required to save 
the store from confusion. 
To 


store, and, I believe, the store which 


my mind the most attractive 
most appeals to the customer, is the 
one with few of the ear marks of a 
store. By that I mean that an elec- 
tric shop can be efficient from a mer- 
chandising point of view without fol- 
lowing the conventional plan of the 
old time “Dry Goods and Notions” 
store, i. e., a long counter running 
down each side of the room with here 
and there a curved front show case. 
Some of the most successful electric 
shops have adopted the plan of hav- 
ing very few, if any counters and no 
more show than 


cases necessary to 


protect from dust certain of the more 


easily damaged appliances. Table 
appliances are shown as they are 
used—on tables. Washing machines 


require no show cases and irons can 
best be sold when they can be handled 
by the 


woman will appreciate a comfortable 


prospective purchaser. <A 


chair far more than a counter. 
The 


makes the work of the salesman easi- 


elimination of show. cases 


er, too. He is saved the trouble of 
reaching in and picking out the exact 


device his customer is pointing to. If 


the articles are out within reach the 
customer often sells herself while 
waiting to be waited on. Electrical 


the 
believe they should be sold 
like that 


appliances are used mainly in 
home. I[ 
environment as 


in an near 


of the home as _ possible. 

Of course some cases, counters and 
shelves are necessary, but they should 
If the small- 
er staples are sold they may be kept 


not dominate the store. 


near the rear of the shop. If wiring 
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Are Your Customers 
Losing Customers? 


‘The jobbers’ interest in OAKITE is exactly the same 
as the washing machine manufacturers’. Both want 
the dealers to sell more machines, both want to re- 
duce the dealers’ selling and servicing expense—to 
eliminate complaints and come-backs. 

OAKITE cleans: therefore OAKITE is a sales help. 

’Frinstance—to speak of dish washers; women who 
buy dishwashers frequently complain about the 
“film” that forms over the dishes. They say the ma- 
chine doesn’t wash the dishes clean. But the trouble 
is—soap. 


Now, OAKITE emulsifies grease—breaks it into 
minute particles which are carried away by the action 
of the water in the machine. The dishwasher doesn’t 
clog if OAKITE is used. There is none of that slimy, 
filthy residue. Women don’t say, “It’s more trouble 
to clean the dishwasher than it is to wash the dishes,” 
when they’ve used OAKITE. 


Can't you see, then, that OAKITE simply helps you 
and your dealers to sell the big, profit-paying appli- 
ances? OAKITE means an end to complaints. Every 
dishwasher and washing machine that is used with 
OAKITE gives satisfaction. Every buyer is a boos- 
ter. Your dealers sell more machines and make more 
money on every sale—and you jobbers profit also. 


We desire to sell OAKITE through the jobbing 
trade. We advertise 
ORDER THROUGH YOUR JOBBER 


and we do not intend to ac- toot our horn. All we ask 
cept any more direct business 
than the jobbers themselves 
compel us to accept. 


you jobbers is that you sup- 
ply the demand which we and 
the washing machine manu- 


We are not asking the job- * 
facturers develop. 


bers to carry our banner or 


OAKLEY CHEMICAL COMPANY 
22 THAMES STREET 
NEW YORK 


Powe ” 
¥ <5 WA CLEANS 
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supplies are sold do not let them be 
given the place of honor next to the 
door. People will buy _ staples, 
whether they be electrical or not: 
they must be sold the specialties. 
Therefore the specialties must be 
displayed in the most attractive and 
enticing manner possible. 

I have been asked what I would 
suggest as the typically good store 
arrangement. I don’t know of any 
such. In the first place hardly any 
two stores are alike either in size, 
shape or surroundings. An arrange- 
ment which would be excellent for a 
Fifth Avenue shop in New York 
might be entirely unsuited to a side 
street shop in Metropolis, Mo. And 
in the second place the arrangement 
of a store depends largely on the 
class of merchandise carried, on the 
sort of customers which patronize 
the shop and upon the size of busi- 
ness done. The safest method for 
you to follow will be to study types 
of successful stores and remember 
some of the principles which have 
been mentioned. Then when you see 
a store which you know to be success- 
ful make a mental or pencil note of 
its good points. Carry these notes 
with you, either in your mind or in 
your pocket, and use them when you 
run across a store operating under 
similar conditions which can be im- 
proved. 

* * * 

One of the chief causes of trouble 
and one of the most difficult problems 
to solve in connection with the prop- 
er arrangement of a retail electric 
store is that of the placing of the 
lighting fixtures. They take up a lot 
of room and viewed in a mass do 
not add to the appearance of the 
shop. One of the best solutions of 
this problem is to show the fixtures in 
small rooms or booths, grouping fix- 
tures of one type or design in each 
room. This plan, of course, requires 
considerable space but is well worth 
it if practical at all. Another good 
method, better suited to the small 
store, is to devote the rear or a rear 
corner of the shop to fixtures, hang- 
ing not too many of them from a 
“hung ceiling’ —a false ceiling which 
_ permits of the fixtures being  sus- 
pended at a height usual in resi- 
dences. But however the fixtures 
| may be displayed the merchant should 
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UNIVERSAL 


Heater Cord Set 


For Over-the-Counter Sales 


A new piece of quick-moving, profitable 
shelf merchandise for jobbers and jobbers’ 


salesmen. 


Attachment Plug Universal Appliance Plug 
7-ft. Rockbestos Heater Cord 
Connected and packed in attractive 3-color package 


Here is the opportunity for the jobber to solve 
the problem of how to quickly and profitably 


render the dealer real service on heater cord 
renewals for appliances. 


This one package answers a// demands for all 


Fits @NY makes of appliances. 
Socket Now you can get complete sets and sell them 


at a known profit. 


Saves Sales Cost, Saves Time, 
Pleases Your Trade 


Get them—tell your dealers about 
it—they sell quickly. 


This is the first time that you have been en- 


Fits any abled to meet this big existing need in a con- 


structive, paying way. 


Appliance Marlin-Rockwell Corporation 
Terminal foctitaasiteae 
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NF SCOTS HERBERT E CAVE CHARLES S WALKER 
ESIDENT CE PRESIOENT © GENERAL MANAGER 


LUMINOUS SPECIALTY: GOMPANN, 


THE EYE SHIELD DIFFUSER anv LIGHTING SPECIALTIES =. 


236-236 SOUTH MERIDIAN STREET a 

















































INDIANAPOLIS 


August, 1920 


Dear Mr. Salesman:- 


Many sales of lighting equipment 
are lost because the customer feels that 
he cannot afford the time and expense 
necessary for the changes in wiring and 
fixtures -- and more especially fthe 
installation charges. * 


That is why the Eye Shield Diffuser 
is being sold in increased quantities 
all over the country. This simple, 
practical device has proven in many 
competitive tests to be the most effi- 
cient light diffuser on the market,-- 
yet it is lowest in cost. 


; And the beauty of the thing is that 
it can be installed in two minutes in 
any existing drop fixture without changes 
in wiring or equipment. 


Have you sufficiently impressed your 
dealers with the great sales possibili- 
ties of the Eye Shield diffuser? 


Co-operation means more business 
for all of us. We are trying to do our 
Share. How about you? 


Sincerely, 


HEC-C 


Luminous Specialty Co. 






























DIFFUSER 














always bear in mind the fact that it 
‘is not necessary to hang every fixtur: 
in his stock in the show room. A 
few units, well arranged will sel 
more fixtures than many crowded to 
gether. Impress upon your custom 
ers, too, the danger in creating th 
“forest” effect. 

If the first impression of a store is 
good it’s a fairly safe bet that thi 
store is properly arranged. We hav: 
discussed the factors which make for 
a confused appearing shop and the 
remedies which may be applied. A 
_shop which looks right to the custom 
er is, other things being equal, the 
shop where that customer will trade. 
And that is the prime result we are 
after. 

There are, however, a few aids to 
easy selling which will be well to 
mention. Every merchant wants as 
many people as possible to come into 
his store and look around. Therefore 
he will arrange his store so as to 
make everyone who enters the door 
come all the way in. In other words 
he will not place his lamp counter 
so near the entrance that a man can 
rush in, buy a lamp, and rush out 
again without seeing the other devices 
which he should have in his home. 
On the same principle that the cashier 
should be located in the center or 
rear of the store the counter where 
quick selling staples are sold should 
be in such a position that the cus- 
tomer can not help seeing most of the 
merchandise on sale. 

Such matters as color scheme, 
decorations, lighting and floor cover- 
ings, while perhaps not strictly to be 
classed under the head of “‘store ar- 
rangement” are closely allied to it. 
Lighting in particular is too impor 
tant to pass over. If there is an) 
one class of store which should be 
perfectly lighted it is tne electrical 
store. With the large number of 
attractive and efficient lighting units 
on the market there is not a sug- 
| gestion of an excuse for an electrical! 
shop being improperly illuminated. No 
matter how much money a merchant 
can spend or how little he can get 
appropriate units which will mak: 
| his shop the bright spot of the com 
munity. 

You can help him make his sho} 
the busy shop of the community b: 





showing him how to “put his house i 
| order.” 
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|[F— There is only one thing which can stop Hemco sales—hiding them 
away. 
The only “if” is that they be displayed. 


AND— If you want some of the easiest “‘pickens’ ever in sales just get 
your dealers to display Hemco. 


Show them what an attractive window trim can be made with Hemco Twin-Lite 
| Plugs. Have them take advantage of the window-display material, dealer helps, 
| etc., that we have ready for them. 


This is the secret, boys—boost Hemco sales because it’s easy and it boosts your 
sales total way up. Help yourself and help us. We thank you. 


GEORGE RICHARDS & CO. 


555 WEST MONROE ST., CHICAGO, ILLINOIS 
Eastern Agent Western Agent 
R. B. COREY COMPANY GEO. A. GRAY COMPANY 
1170 Broadway, New York 589 Mission Street, San Francisco 


Twin Service from a Single Socket 
eee @&#8 eer «ae ae 











THE JOBBER’S ff] SALESMAN 












Perfection—not of product 
alone but of service by the 
plant behind the product is 
what the makers of Rome 
Wire have always aimed for. 
Prompt delivery, reasonable 
price, standardized product 
and lasting quality, the result 
of unexcelled workmanship 
by man and machine and the 
time-strengthened interest of 
the Rome organization to give 
the best in every way. 


High grade materials and 
the ingenious Rome-built ma- 
chines operated by workmen 
of great skill, gradually build 
up the reputation of Rome 
Wires. They gather quality 
in the making. 


The trade mark is a symbol 
of efficient electrical con- 
ductors. 


ROME WIRE CO. 


ROME, N. Y. 


DIAMGND BRANCH: 
BUFFALO, N. Y. 












BREAD AND BUTTER 
FIRST 


(Continued from page 9) 


booster for electrical devices and 
there is slight chance of selling her 
any additional appliances or even a 
portable lamp. There are plenty like 
her who are prevented from becoming 
enthusiastic over electrical gonve- 
niences, simply because they are not 
| convenient, owing to the lack of easily 
available outlets. It would pay the 
| average contractor-dealer to make the 
rounds of the homes in his community, 
putting in base-board sockets in homes 
that are already wired. He would 
have no trouble keeping busy at it 
and his appliance business would cer- 
‘tainly increase immediately _ there- 
| after. 





_ In merchandising both industrial 
/and commercial lighting, it has been 
thoroughly proved that it pays to sell 
‘better illumination and not merely 
\lamps and fixtures. Wherever this 
'sales attitude has been adopted, the 
| salesman has had no trouble in selling 
‘all the equipment necessary for the 
‘best possible lighting effects. In a 
| very few cases the buyer has cancelled 
|his order a few days later. When 
this happens it almost invariably 


_|turns out that some other contractor 


or salesman has nosed in in the mean 
time and persuaded the buyer to pur- 
chase a cheaper installation. The in- 
'terloper looks at the plans which. 
we'll say, were made after foot-candle 
meter readings had been taken, and 
_lamp sizes figured out to give sufh- 
‘cient illumination for the particular 
'store or factory. “Hundred watt 
lamps,” says Buttinsky, why sixties 
are bright enough for in_ here.’ 
“What, steel enameled reflectors?” 
Why these (tin ones) are just as good 
and will cost lots less.” Now, the 
fellow who turns a trick like that is 
dishonest and he knows it. But fur- 
ther than that he hurts the whole 
lighting profession in just the same 
way that a quack doctor destroys the 
public faith in physicians. Very like- 
ly this narrow-minded chap is buying 
more or less stuff from some jobbing 
salesman and that salesman, if he is 
tactful, can educate this quack light- 
ing man to the point where he will 
forget his previous petty business pil- 
|fering and become a credit to the 
j industry. 
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block from 
Atlanta's famous 
"Five Points’ 


LMOST in the exact center of Atlanta, and 

only half a block from the famous “Five 
Points,” our Atlanta Service Station at 24-26 Peach- 
tree Arcade is ideally located from the standpoint 
of both service and accessibility. 


In addition to the headquarters offices of the Southern Sales District, the 
Service Station includes a display room and completely equipped repair 
and shipping departments, capable of giving prompt service on any item 
in our lines. 


The Atlanta Service Station is only one of eleven similar stations which 
we maintain in different parts of the country for the convenience of our 
customers. 


EDISON ELECTRIC APPLIANCE CO., Inc 


5660 WEST TAYLOR STREET 


CHICAGO 


NEW YORK ONTARIO, CALIFORNIA ATLANTA 


ing the Southern States 


: Atlant Service Station 
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Verily, the jobber’s salesman has, 
in these days, a bigger job than the 
mere peddling of goods! 

It cannot be denied. that the aver- 


J obber’s Salesmen age home is neither well nor tastefully 


lighted. To properly light a home 


e requires more than the mere knowl- 
| ] k € t S ell edge of how to get sufficient light and 
O how to avoid glare. It requires in 


addition a certain amount of artistic 
i ability which may be either a natural 
or an acquired talent. 














There are no definite rules—no 
standards as there are for factory and 
We s _store lighting—because, in the home, 
ae ey 'pleasing effect is the first essential 
and illumination efficiency is second- 
, ary. It is to be hoped that in the 
-- Because 'future some definite suggestions for 
obtaining cheerful, harmonious light- 
1. ‘They are easy to sell—have strong sales arguments in their ing effects, for the average home at 
favor, and give complete satisfaction to customers. 'least, may be put in the hands of the 
'contractor-dealer and the fixture man. 
2. Simple in construction—they have fewer parts than the Lighting experts with the artistic 
ordinary fuse. /sense are working on this very prob- 
‘lem at the present time. 


3. Economical—the powder-packed renewable cartridge 
smothers and confines the fierce heat of the are when the fuse 
blows preventing the holder from charring and burning, thus 
prolonging the life of the holder. 





Until such suggestions are pub- 
lished, the problem is pretty much up 
to the housewife and it is surprising 
| how well women can solve this prob- 

4. Repeat orders assured—because National Fuses are ab-|!em in their own homes when they 
sclutely dependable in operation, economical and absolutely safe, really get to thinking about lighting 


= ° Lont: and about the effects that can be ob- 
giving complete satisfaction to the user. seers 
; ; tained through the proper choice of 


5. Absolutely Safe—National Fuses are approved by the | fixtures and portable lamps. They 


seven insurance organizations named below. get results by patiently moving lamps 
and furniture around and by trying 





new color schemes. The only trouble 


National Renewable Fuses 
are approved by: 


Associated Factory Mutual Fire Insurance Companies | 
Hydro Electric Power Commission of Ontario, Canada 





Millers’ Mutual Fire Insurance Companies 
Western Factory Insurance Association 
Underwriters’ Laboratories, Inc. 

Mutual Fire Prevention Bureau 


Factory Insurance Association 


Our co-operative advertising and selling plan helps to make 
the National the easiest renewable fuse on the market to sell. 
Write for complete information and prices today. 


Federal Electric Company 


National Renewable Fuse Division 
8700 South State Street, Chicago, Ill. 


91 New Montgomery Street 627-649 West 43rd Stree: 
SAN FRANCISCO, CALIF. NEW YORK,N. Y. 





Branches and Distributors in all large cities 


‘Tins Sorr or THtnec Diséouraces THE 
Use or Appliances, 
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Cash In On Our 


SO Years’ Experience 


The wonderful growth of the washing machine industry has opened a 
new source of revenue for electrical jobbers which many wide awake 
jobbers have already taken advantage of. 


When you supply your customer with a car load or more of washers you 
want to feel that you have not only sold him a type of machine that is sat- 
isfactory in every way, but in order to get that “repeat order” every- 
thing connected with the sale must be satisfactory. 

If an inferior grade of soap is used in washing machines and the clothes are injured or poorly 


washed—it’s dollars to doughnuts the machine gets the blame—and your future business 
relations are jeopardized. 


Why take a chance on experimental soap compounds, powders, chips and poorly made soap? 


Kirk’s American Family Soap 
Kirk’s Flake White Soap 


are the result of 80 years’ soap making experience. These famous brands have been used in 
millions of homes for over 50 years. Used in over 90% of the washing machines in Chicago. 
The safest soap for washing machines. 


It’s cheaper to buy 
good soap than new 
clothes 


Don’t let your customer’s cus- 
tomer use a soap that con- 
tains bleaching alkalies and 
other impurities. Recommend 
KIRK’S 
your repeat order for washing 
machines. ce 


A 


and make certain of 





Lp 
£o y. 
4+ &. 
+ Pay 





JAMES S. KIRK & COMPANY 


CHICAGO, U.S.A. 
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Jobbers’ Salesmen 





E welcome this 

opportunity of 
expressing through 
THE JOBBER’S SALES- 
MAN our apprecia- 
tion to you for the 
co-operation that you 
have given us. 


The business that 
vou have given us 
has meant more to us 
than you probably 
realize and we want 
you to know that we 
fully appreciate it 
and trust that you 
will consider us 
worthy of your fu- 
ture support and as- 
sure you that we will 
give you the very 
best service possible. 


GS 


Carbon Incandescent Lamps 
Fractional Horsepower Motors 


The Sunlight 
Electrical Mfg. Co. 
Warren, Ohio 

















is that comparatively few women real- 
ize as yet what a big part lighting 
plays in making the home attractive. 

Only a few general working ideas 
for proper home lighting can be la‘d 
down: Living room lighting today is 
largely a matter of the proper ar- 
rangement and selection of several 
portable lamps. Fer dining room il- 
lumination the old “dome light” which 
is no longer popular had many merits. 
The idea of strong light on the table 
with the rest of the room more dimly 
lighted had the effect of drawing the 
family circle more closely and _inti- 
No doubt we 
shall eventually see an improved dome 


mately about the table. 


light again become popular for the 
dining room. The kitchen is a work- 
room. It is the one room in the home 
where decorative effect may be sub- 
ordinated to lighting efficiency. The 
housewife needs plenty of well dis- 
tributed light 
kitchen. 


everywhere in the 


Many folks have a mania for stick- 
ing low-wattage lamps in halls, 
clothes closets, attics and basements, 
all of which is plumb foolishness. As 
a rule none of these lamps burn for 
more than a few minutes at a time, 
vet ample light is needed during those 
It is doubtful if the 


saving in “‘juice” through the use of 


few minutes. 


low-wattage lamps in such locations 
amounts to enough in a year’s time to 
take the family to the movies once. 
The worst misnomer we have in the 
lighting business is the word “fix- 
ture.’ People think of a fixture as 
something permanent and they think 
of a lighting fixture as something to 
be bought once in a lifetime, and 
never to be replaced with a newer and 
better lighting unit. But a lighting 


“fixture” is no more a fixture than is 
It becomes antiquated 
and obsolete just the same as a car 
We in the lighting business, 


an automobile. 


does. 











Let's Att Put tHe KrsosH on THE O_p Worp “Fixtures.” 


have pulled a colossal “bone” in tag- 
ging the name “fixture” to a lighting 
unit and in letting people draw the 
obvious conclusion which this name 
implies. It is going to be a long, hard 
job getting away from this poorly 
chesen name and in getting the public 
to consider a lighting unit as anything 
less permanent than the foundation 
under a house. We haven’t even made 
a good start on this job as vet, but it 
must be accomplished and _ obsolete 
“fixtures” must be put on the scrap 
pile before we can hope to see many 
homes really well lighted. 

The jobber’s salesman plays an im- 
pertant role in putting over every new 
lighting idea. He is the missionary 
who carries the new creed into the 
highways and byways, converting 
dealers, who in turn convert the pub- 
lic. 

Suppose, for example, that you con- 
vince a dealer that lighting business 
is bread-and-butter business; that 
every newly wired house means pos- 
sible dollars in his pocket sooner or 
Jater through the sale of appliances. 
That dealer is going to be a booster 
for housewiring whether he does the 
wiring jobs or whether someone else 
does them. 

Or, suppose you go to a dealer and 
say, “Jim, I don’t want to knock, but 
don’t you think that if your store were 
better lighted it would be a mighty 
fine advertisement? Couldn’t you 
capitalize on it to get these other mer- 
chants around you to light up too?” 

When it comes to interesting the 
housewife in better lighting, bales of 
color-page advertisements in the Sat- 
urday Evening Post can’t hold a can- 
dle to the effect that would result 
from the word-of-mouth, 
counter conversation of the electrical 
dealer to his trade. 
cinate the dealer with “‘light-pox,’’ his 
whole community will catch it. 


over-the- 


If you can vac- 


CHESTER 
2: 80.0 
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he unit of day 


brightness 


Thousands of stores, offices, schools, factories and public 
buildings have found the soft, clear, sunlike radiance of Den- 
zar the nearest approach to daylight. 


Those dealers who have studied its distinctive features and 
sensed its possibilities, have found a little sales effort brings 
surprisingly good returns. 

Every jobber’s salesman should augment his sales of staples 
with some leading specialties. The mere mention of Den- 
zar to your dealer-customers will secure a lot of easv busi- 
ness, especially if your house carries Denzars in stock. To 
get acquainted with Denzar, write the sales manager at 


BEARDSLEE CHANDELIER MFG. CO. 
218 So. Jefferson Street, Chicago, I[Il. 
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T is better than ever 


me 


Vr. Salesman! 


before, and illustrates in colors 


the New “VERDELITE” Line with the new Slotted 
Shade and Shade Holder, as well as many new and im- 
proved Fixtures, Floor Portables, Shades, Fittings, etc., 
which we have added to our general line, and which 
bear the approval of the National Board of -Fire Under- 


writers. 


Every Salesman should 


have this Catalog. 


“It will pay you to investigate.” 







see: RE 









a 
i 


aoe OO 2 0 009 














seseremnenens a 
tities 
% 


ak 






Ta 














“If itsaB&K 
It Spells Quality” 









QUANTITY 


Your trade has been looking for a quick- 
selling, satisfying line. This one has the 
quality and appearance of a very high-priced 
line. Treatment of base and shade is har- 
monious and original. Variety of patterns is 
sufficient. Owing to patented processes and 
quantity production prices are within the reach 
of all. Your dealers can make large sales with 
rapid turn-over. : 

We also furnish exclusive designs for the 
most fastidious, at corresponding prices. 


The. New Cook Art Lamp Shades 


Made’. of silk but looking nothing like the 
ordinary silk shade, They have the clarity of 
glass, the iridescence of silk, the artistry of 
parchment; a combination in effects never 
before attempted. 


Catalog No. 5 Ready August Ist. 


B & K Manufacturing Co. 


New Haven, Conn. 


General Sales Office 
Grand Central Palace Bidg.. 
New York City 





PRODUCTION 


AT ‘MODERATE PRICES 











St. Paul Electric Holds 
Everlite Meeting 

N July 26 and 27, the St. Paul 
O Electric Co., St. Paul, Minn., 

held a peppy meeting of the 
33 snappy salesmen of its Everlite, or 
farm lighting department, at the St. 
Paul Athletic Club. According to D. 
S. Spector, general sales manager ot 
the company, the men were on their 
toes from start to finish and he fur- 
ther declared that the spirit displayed 
by the men was indeed gratifying and 
a harbinger of their success in the 
forthcoming sales campaign. 

This meeting is the first lap in a 
race to put the Everlite farm lighting 
plant on the majority of the 750,000 
farms in the Northwest, the St. Paul 
Electric Company’s territory in this 
section of the country being Wiscor- 
sin, Minnesota, North Dakota, South 
Dakota, Iowa and Montana. 

The deliberations. were comprised 
chiefly of talks by Mr. Spector, the 
power behind this high tension organ- 
ization; G. W. (Doc) Allison, man- 
ager of the Everlite department; E. J. 
Vergosen, assistant manager, Everlite 
department, and A. C. Caswell, serv- 
ice manager, Everlite department. L. 
Zahonyi, vice-president of the West- 
jern Display Co., and C. Farrell, 
vice-president of the MacMartin Ad- 
vertising Agency, also helped en- 
lighten the salesmen on what the 
company intends to do in way of pub- 
licity and advertising. 

“However,” Mr. Spector said, ‘‘the 
most important feature of the meeting 
was the fact that on Monday evening, 
July 26, when the evening was allot- 
ted as being at the men’s disposal, 
each and every one' stayed until 11 
o’clock openly expressing and discuss- 
ing their views of the campaign, what 
they intended to do and how they in- 
tended to do it.” 

The St. Paul’ Electric Co., which is 
the selling agent for the Everlite farm 
lighting’ plant in the Northwest, is 
putting’on one of the most elaborate 
farm lighting campaigns now being 
conducted by jobbers of the United 
States, having appropriated for ad- 
vertising ‘alone an amount of money 
in excess of ‘$70,000 the last year's 


expenditure. Included in the com- 
pany’s * comprehensive advertising 
plan is farm paper advertising, 


painted bulletin and billboards, direct- 
by-mail sales and advertising helps, 
local newspaper advertising, motion 
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First % 
Now *RSTAPEX 






APEX DISTRIBUTORS 


= 
ELEC. RY. & MFR’S. SUP. Cu 
San Francisco, Calif. 
ILLINOIS ELECTRIC CO. 
Chicago and Los Angeles 
THE NEW ENGLAND ELEC. CO. 
Denver, Col. 
DOUBLEDAY-HILL ELEC. CO. 
Washington, D. C. 
LIVINGSTON-YONGE CO. 
Jacksonville, Fla. 
GILHAM-SCHOEN ELEC. CO. 


A 
INTERSTATE ELEC. CO 
New Orleans, La. 
Shreveport, La. and 
Birmingham, Ala. 
WETMORE-SAVAGE CO 
Boston, Mass. 
THE STROUD-MICHAEL CO. 
Cleveland, Detroit, Pittsburgh 
HACKETT, GATES, HURTY CO 
St. Paul, Minn. 
FUNSTEN ELECTRIC CO. 
Kansas City, Mo 
CENTRAL TEL. & ELEC. CO. 
St. Louis, Missouri. 
ELECTRICAL EQUIPMENT CO 
Butte, Mont. 
THR KORSMEYER COMPANY 
Lincoln, Nebr. 
NEWARK ELEC. SUPPLY CO 
Newark. N. J. 
H. I. SACKETT > ECTRIC CO 
Buffalo, N 
KIMBALL ELECTRIC co. 
New York City. 
UTICA ELEC. APPLIANCE CO 
Itica, N. Y. 
CAROLINA STATES ELEC. CO 
Charlotte, N. C. 
UNITED ELECTRIC CO 
Oklahoma City. Okla. 
FOBES SUPPLY COMPANY 
Portland and Seattle 
FRANK H. STEWART ELEC. CO. 
Philadelphia, Pa. 
JAMES SUPPLY COMPANY 
“hattanooga. Tenn 
SMITH-PERRY ELECTRIC CoO. 
Dallas, Texas 
THR & SMELT. SUP. CO. 
Paso, Texas 
TEL- PRPCTRIC COMPANY 
Honeton. Texas 
INTER-MOTINTATN ELEC. CO 
Salt T.ske Citv, Tteh 
W. M RFAY & COMPANY 
Norfolk, Va. 
THE FRONT COMPANY 
Wheeling, W. Va 
E. W. MTRRAY TIGHTING CO. 
Spokane, Wash 


CANADIAN 
McDONALD & WILLSON, Ltd. 
Toronto and Winnipeg 
DAWSON & COMPANY, Ltd. 
Montreal and Winnipeg 
THE EASTERN ELEC. CO., Lid 
St. John, New Brunswick 
SUN a Co., Ltd 
Regina, Sask. 
GENERAL SUPPLIFS, Ltd 
Calgary and Edmonton, Alta. 
E. B. HORSWMAN oe SON 
Vanennver, B 
JOHN STARR, SON k co., Ltd 
Halifax, Nova Scotia 


FOREIGN COUNTRIES 
BARTLE & CO. 
Johannesburg, South Africa 
H. FUHRMAN & COMPANY 
Buenos Aires, Argentina 
J. MITCHELL 
Prahran, Australia 
DUNCAN WATSON & CO. 
London, England 
SOCIETE D’ELECTRICITE MORS 
Paris, France 
R. 8S. STOKVIS & ZONEN, Inc. 
Rotterdam, Holland 
MONTI & MARTINI 
Milan, Italy 
Ee. W. MILLS & COMPANY 
Wellington, New Zealand 
























CLEANER 


WASHER 


In the electrical appliance field, the record of the Apex Electric Suc- 
tion Cleaner has not been surpassed. This remarkable success is the 
result of correct design embodying exclusive features, excellence in 
workmanship, advanced by a sound, rigorous sales and advertising 
policy. 


Now, after two years of exhaustive tests, we announce the Rotapex 
Electric Clothes Washer—“Built for Lifetime Service.” It combines 
all the desirable features of an uncommonly efficient cylinder type ma- 
chine; reversible wringer operative in four positions; safety features, 
unit construction, fully enclosed. The design, like that of the Apex, 
is the result of mature thought; the workmanship and materials are fully 
up to the Apex Cleaner standard. 


We are now ready to grant agencies to a few dealers who can give the 
Rotapex the representation it deserves. 





THE APEX ELECTRICAL DISTRIBUTING CO., 
1067 East 52nd Street, 
Cleveland, Ohio. 











Made in Canada by 
APEX ELECTRICAL MANUFACTURING CO., LIMITED, 
102-104 Atlantic Ave., 
Toronto, Ont. 
















The wringer operates 
in four positions. Clothes 
may be run through in 
either direction. Arm at 
top releases rolls when 
clothes become bunched 
Power is transmitted 
through gears of extra 
heavy construction. 








The exclusive Apex in- 
clined-divided nozzle 
that cleans evenly all the 
way across. It gets into 
the difficult corners, un- 
der low-built objects and 
close up to baseboards. 
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A fuse plug with six lives! Yes sir, the “RE- 
PEATER-6” can be used six times—and then 
refilled. 

Cost? Why less than three ordinary fuse plugs. 

No wonder the REPEATER-6 is the fastest 
selling specialty on the market today. 

Here is your opportunity, boys, to boost your 
sales. Carry a sample in your, pocket. Show it to 
your customers. They will do the rest. 

The REPEATER-6 is a compact, indestruc- 
tible, refillable fuse plug, fully guaranteed. It is 
made in six sizes ranging from 6 to 30 amperes, 100 
to 125 volts. Attractive discounts are offered jobbers. 


ima_~MOSS-SCHURY 


_ i 2 
li MFG. CO., Inc. 
110-112 Woodbridge St., East 
it DETROIT, MICH. 


REFILL 
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“‘The Missing Link’’ 


between the socket and the lamp 
Turns electric light up or down—same as gas. Saves 30% to 80% 


current. Keep DIM-A-LITE on your dealer's counter. It sells itself, and 
think what it means to you. 


WIRT (VomPany 


PHILADELPHIA, PENNSYLVANIA 

















picture slides and steel signs for 
farmers already using Everlite plants. 

Aside from the advertising cam- 
paign, in which work the before men- 
tioned advertising men are lending 
their aid, the company is building up 
a large and competent sales force 
consisting of men with wide and ex- 
tended experience in such work and 
fully capable of carrying through suc- 
cessfully such a comprehensive sales 
campaign. 

It is the aim of the company to in- 
clude 50 salesmen in this one depart- 
ment who will devote their entire time 
to selling farm light plants only, and 
at the present time 33 of these 50 
salesmen have been enrolled. These 
men are to divided into five groups 
of 10 each, with each group under a 
field sales manager. These various 
groups in turn will cover a field of 
100 dealers each, making a total of 
500 dealers of which 400 have already 
been signed up. Then in charge of 
the entire force will be Mr. Allison, 
formerly in charge of sales educa- 
tional work for the Blue Bird Appli- 
ance Co., who has been chosen as best 
qualified to direct this new departure 
in the jobbing business. 

Mr. Spector, in discussing his cam- 
paign of attack, said, ‘“We are build- 
ing the strongest farm light plant 
organization in the Northwest, and, 
if we continue to progress as we are 
now progressing, we will be the pre- 
mier organization in this section of 
the country. Furthermore our Ever- 
lite department is just one department 
in the St. Paul Electric Co. 


“This is an example of what a sup- 
ply jobber can do in marketing a high 
pressure specialty like a farm light 
plant if he is willing and able to cast 
aside ‘staple’ methods of merchandis- 
ing and substitute modern specialty 
methods. 


“The St. Paul Electric Co. started 
over 21 years ago practically on a 
shoe string and in that length of time 
has developed into one of the biggest 
supply jobbing houses in the North- 
west, having a combined sales force of 
55 men, and when all departments are 
running on schedule, the salesmen will 
number close to 85. The company is 
one of the most progressive and fast- 
est growing wholesale supply houses 
in the Northwest, due almost entirely 
to a complete divorce from old time 
methods of thinking and working. 
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ABolite 


eflecting Hfficienc 





The white porcelain enamel reflecting surface used in all 
styles and types of ABolites has many advantages: 


1. Is easily cleaned. 

2. Has great mechanical strength. 

3. Is uniform in structure and finish. 

4, Will not crack. 

5. Has a high reflecting efficiency, i. e.: A low 
absorption. 


6. Will not discolor with heat. 


~ 


?7. Will retain its original bright condition. 





ABolites are all porcelain enameled in the Adams-Bagnall 
Company’s own enameling plant. Great care is taken to 
keep this up to the standard of all Adams-Bagnall products. 


RLM Standard ABolite 


ABolites are fully described in Catalog 175. Manufacturers of 


i 1 We se 10 -opy? Four types of reflectors—RLM, Shallow 

r fay we send you @ py: Dome, Deep Bowl and Angle Bow!—fur 

nished interchangeable with three types of 

holders and three additional types of one 

XT 1 Ay ale & 1 1 piece neck construction — for Industrial 

ADAMS-BAGN ALL ELEC I RIC CO. Plants, Sign Iilumination, Show Windows, 
Roadways, Yardways, Garages, etc. 


CLEVELAND Small Motors Gyrofans 
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Sherman Soldering 
U. S. Patent Lugs Reissue 14401 





Approved 


WE have created a standard line of soldering lugs, mak- 
ing it unnecessary for people to use any old kind of 

lugs that they can get, or make their own. 

‘A standard line that is absolutely efficient and rightly 
priced. 

Sherman Soldering Lugs are marked with the N. E. C. 
rating in amperes across the flat portion at the wire end. 
This guarantees “approved” lugs. 


Full particulars will be 
furnished on request. 


H. B. SHERMAN MFG. COMPANY 
Battle Creek, Michigan 
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We have passed the experimental stage. Repeat orders are 


pouring in and now is the time to get in. 


STRAIT & RICHARDS, Inc. 


NEWARK, NEW JERSEY 








NOT A LAMP SOCKET DEVICE—2,000 WATTS PER HOUR 

















Why He Wasn’t Hired 
wt 2 HE other day I was sitting at 


the desk of the sales manager 
of one of my clients,” said Frank Rae, 
advertising counselor for a number of 
prominent electrical jobbers, ““when 
somebody called on the telephone and 
began talking about a salesman who 
had been recommended for a job. The 
one end of the conversation which I 
heard contained a mighty good hint 
for other salesmen who may be look- 
ing for a new connection. 

“*No, I didn’t hire him—and I 
don’t intend to,’ said the man at my 
end of the wire. 

“Why? Well, I'll tell you why: 
That fellow is too careful of himself 
—that’s why. My idea of a salesman 
is a man who is working both for the 
house that pays him and for the cus- 
tomers he calls on. When he works 
for himself and forgets both his house 
and his customers, he’s not the man 
I want. 

‘““‘When this chap came to me, he 
hadn’t talked very long before I had 
his number. He’s one of those fellows 
who tells the customer that every mis- 
take that’s made is the fault of the 
house. 

““Then I talked to his old boss, 
and I found out that in his reports he 
hammering his trade, 
said they were a lot of smalltown 
yaps, even went so far as to accuse 
‘em of being crooks. 


was always 


‘‘Now, when a chap passes the 
buck both ways, I am afraid of him. 
He’s too careful of Number One. We 
don’t need that kind in our organiza- 


tion.” 





Son of Electrical 
Wizard Speaks 

Charles Edison, son of Thomas A. 
Edison, was one of the _ principal 
speakers at the Edison national con- 
vention Tuesday, July 18. His sub- 
ject was From 
He told what wonderful advances in 
the use of electricity might be seen 
in 10 years. Man has only begun to 
be acquainted with electricity, he said, 
though he uses it for cooking, heating, 
lighting and power. More than 3000 
electrical men from all parts of the 
United States and Canada were in at- 
tendance at the convention which was 
held at the Blackstone Hotel in Chi- 
cago. 


“Ten Years Now.” 
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Established 1857 


WON-BREAKABLE 


ATKINS 
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Won't Break! 





TKINS “AAA” Non-Break- 

able Hack Saw Blades are 
manufactured expressly for the 
toughest, roughest and most in- 
accessible work. Their special 
temper and superior material 
assure you of the highest cutting 
efficiency on every job. The 
teeth are milled and set to give 
at least 50% more cutting service. 


It goes without saying that At- 
kins “AAA” Non-Breakable 
Hack Saw Blades will out-wear 
and out-cut any “‘All-Hard’’ blade 
in the world. Users find that 
they are economical because they 
will not snap. Get Atkins Hack 
Saw Chart. It lists the correct 
blade for every use. 


WRITE FOR DESCRIPTIVE LITERATURE ON 
Atkins KWIK-KUT and 
Metal Band Saw Machines, 
Circular Metal Saws, Etc. 
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E. C. ATKINS & CO., INC. 


Canadiag‘Bactory, HAMILTON, ONT. 


) s&s 
; Chicago § Memphis 7 New Orleans 
, | ~ Atlanta _ Minneapolis . New York City 


bs 


Portland, Ore. — ' 2g 
San Francisco 9 <itimcourer BC 


Home Officexand Factory, INDIANAPOLIS, IND. 
Machine Knife Factory, LANCASTER, N. Y. 


BRANCHES CARRYING COMPLETE STOCKS IN ALL LARGE DISTRIBUTING 
CENTERS AS FOLLOWS: 


x 








i BLADES 


Sy 


Sydney, N. S. W. 
Paris, France 
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NAILIT- 
KNOB 


Trade Mark Registered 








The Original and Best Yet 


Nailit-Knobs are :— 
Correctly Designed 
Ruggedly Constructed 
Carefully Selected 
Properly Pressed 
and 
The Porcelain is Hard 


and Tough 


No. 1 Nailit-Knobs 
Move Fast 


Get Behind Them 
and Push 


Patented Feb. 3, 1920 


J.H. Parker & Son, Inc. 
Parkersburg, W. Va. 














“TOO MUCH IS PLENTY” 


(Continued from page 6.) 


it is all right with us—these things 
happen, you know. 

“Then you must work out a dealer 
financing plan so that the dealers can 
sell on time and discount their bills to 
us. In other words, you—or some- 
body you dig up—must hold the sack. 

“Finally, it’s up to you to do all the 
dealer education, national advertising, 
and chip in to help us advertise local- 
ly. When you've got a nice, clean 
plan of co-operation like that, we'll 
talk to you.” 

“So that’s what you call co-opera- 
tion, is it?” asked Maloney. 

“Yes, sir. That’s the kind of co- 
operation that we have been taught to 
expect. That’s what other manufac- 
turers do for us.” 

“Well,” said Measles, “it looks to 
me more like charity than co-opera- 
tion.”’ 

“Oh, no. That’s co-operation.” 

“Charity—mixed with insanity,” 
declared Maloney. And beat it. 

* * * 

At about this point in the story 
someone sitting on a back seat rises 
to ask whinell I waste good pages of 


THe Jopper’s SALESMAN to pan the 
jobbers. 

A fair question, which I answer 
with gusto: 

Right now a lot of folk in the elec- 
trical business are soused to the prat- 
tling-point on certain vague stuff 
called co-operation. This consists 
partly of bunk, partly of charity and 
mostly of waste. An advertising man 
who knows little or nothing of elec- 
trical jobbing contributes largely to 
this mess. Certain small and grasp- 
ing job-lotters also contribute to it. 
But the lads who are up against the 
problem of putting merchandise 
across—the jobbers’ own salesmen— 
contribute nothing. 

It is my idea that co-operation as 
supplied by manufacturers should be 
made to fit the salesmen’s needs and 
not somebody’s theories. And it is up 
to the salesmen to see that this is 
done. Theoretical co-operation, or 
bunk co-operation, or charitable co- 
operation, or co-operation designed to 
look more imposing and splendiferous 
than somebody’s else co-operation— 
these simply add to the cost of mer- 











Chefs on a strike? No, this is just the official regalia of the electrical boosters of 
the Kansas City Chamber of Commerce on a recent “boosting” tour. From left to 
right these wayfarers are: Sam oS manager, Kansas City office, Bryan-Marsh 


Division, National L: samp Works; 
president, Missouri Valley Electric Co.; 


. C. Helmers, Helmers’ Mfg. Co.; H. A. Esler, 


E. M. Tucker, Witte Engine Co.;. Es C. 


Armstrong, specialty sales manager, B-R Electric Co.; F. L. Funsten, president, 
Funsten Electric Co.; William Morgan Hand, General Electric Co.; F. B. Uhrig; 
H. A. White, Kellogg Switchboard and Supply. Co.; A. J. Selzer, general sales man- 
ager, B-R Electric Co., and lastly “George” our dusky friend of the gentle touch. 


They are some travelers: they made 68 towns in one week. 
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TO THE 


SALESMEN 


DO NOT 
SELL DUNCAN METERS 


HEARKEN! We understand, of course, that you are supposed to plug for that particular 
make of meter for which your house is an agent. That is all right. Take off your coat, 
roll up your sleeves, and go to it. If you are representing some meter other than the 
Duncan, far be it from us to induce you to do anything contrary to the wishes of your 
firm, because some day it may handle the Duncan and we would want you to be as en- 
thusiastic about it then as you are now with your present one; nevertheless, bear in 
mind that to be well posted is an accomplishment and that to know the good points of 
other meters is to your credit and enhances your value as a salesman, therefore, do not 
think unkindly of us if we ask you to memorize the following concerning the Duncan 
Model M2 A. C. watthour meter. These figures will improve your meter knowledge 
and should remain with you as has the Lord’s Prayer from early youth: 


f | be ME 


~< aie vndlpanh $s 'e 


Potential loss, 1.0 watt. 

Total series loss, 0.29 watt. 

Weight of moving element, 10.0 grams. 

Torque or turning power, 42.0 millimetergrams. 

Ratio of torque to weight, 4.2 to | (highest known). 
Runs continuously on 4 of 1% of full load. 

Varies less than 1% for power factor of 50%. 

Accurate to within 14 of 1% from 5% to 150% load. 
Varies less than 14 of 1% for 10% change of voltage. 
Varies less than 14 of 1% for 10% change of frequency. 


Having committed the foregoing tabulation to memory, remember that the information 
is of the utmost importance and should become as much of a classic to you as Thana- 


topsis or any of the world’s other masterpieces. 


Duncan Electric Mfg. Co. 


La Fayette, Indiana 
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OU wide-awake jobbers’ 


salesmen should get 
busy and investigate 


THE ALLEN LINE 


The leader in sodering materials 
since '93. 


Pushing THE ALLEN LINE will 
mean quick sales and big profits 
to you and your house. 





ALLEN FLUX—STICK, PASTE 
LIQUID, SALTS—meets all re- 
quirements. You can unhesitat- 
ingly recommend it to your cus- 
tomers. It is non-corrosive, has 
unequaled tensile strength and is 
approved by the Board of Under- 
writers. 


Every good workman prefers 
THE ALLEN LINE because for 
safe sodering there's nothing like 
it on the market. 


We will gladly co-operate with 
you to help you cash in on this 
wonderful product. Write us— 
tell us about any sodering prob- 
lems you may run across and we 
will gladly give you the benefit 
of our 27 years’ experience. 


The leading jobbers have handled 
THE ALLEN LINE for years. You 
and your house can also reap the 
benefit of Allen prestige and 
standing. 


Let’s Get Together! 





L.B. ALLEN CO. 


4586 North Lincoln St. 
CHICAGO 




















chandise and to the difficulty of sell- 
ing merchandise on its merits. It 
exalts hot-air salesmanship and makes 
ineffectual the straight, clean-cut 
salesmanship which we all desire to 
practice. 

No real salesman wants to work 
like the advance agent of a circus. 
No real salesman will work that way. 
Yet unless the real salesmen take it 
upon themselves to introduce a little 
sanity into this problem of dealer and 
jobber co-operation, we are going to 
have some weird developments. 


3.) 
L 


“How are we going to do it?” is the 
question I hear. 

The answer is simple: Study the 
so-called co-operation material that is 
supplied you. Find out by careful 
work and experiment just what is ef- 
fective and what isn’t, in the making 
of actual sales. Weed out all the rest 

If you don’t, this is what will hap- 
pen: The new manufacturers who are 
constantly getting into the electrical 
field with one sort of appliance or an- 
other, are going to decide that you 
electrical jobbers’ salesmen are a 
mighty inefficient and brainless crew. 
They take a hard look at the situation 
and quote old Joe Weber— 

“2 mutch is plenty!” 




















Why don’t you look at the men-folk in 
the picture for a moment? B.C. (Ben) 
Holst, manager of the appliance depart- 
ment, Northwestern Electric Equipment 
Co., St. Paul, Minn., has his little family 
out for a good time at the company’s 
picnic. Mrs. Holst won the races and Ben 
pocketed the coin. Left to right are: 
better half of ye associate editor of THE 
Jopsper’s SALESMAN; Broncho Bill, or the 
big noise of the Holst household; Ben, 
himself, the meal ticket, and Mrs. Holst, 
the “boss.” 











Magnet Wire 


Magnet Wire 
Products 


Quality 
Service 
and 
Quantity 
Production 


All coils are 
made to specifica- 
tion—and we 
guarantee to fol- 
low specifications. 





We have a large 
capacity for the 
production 
of magnet wire 
and shall be glad 
to submit prices 
and delivery. 


The name 


DUDLO 


stands for highest 
grade magnet wire 
and coils. Used by 
large manufactur- 
ers everywhere. 


DUDLO MANUFACTURING CO. 


Fort Wayne, Ind. 
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These are staple 
articles which can 


undoubtedly be 


stocked to advan- 
tage. 


Electricians’ 
KNIVES 


and 


TWEEZERS 


We have a large stock Write for 


Descriptions 


on hand for immediate aaa 


Quotations 


delivery at attractive 
trade discounts. 


Mathias Klein & Sons 


Tool Manufacturers 


Est. in Offices and Factory, 3200 Belmont Ave., 
Chicago 


Since CHICAGO, ILL. 


1857 
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MANUFACTURERS 


NEWS 




















RussELL A, GRIFFIN, general sales 
the National Pole Co., 
died of pneumonia July 14 at his 


manager of 
home. He was for many years con- 
nected with the American Telephone 
& Telegraph Co. and later with the 
Western Electric Co., before going 
into the pole business. 


Evectric Vacuum CLEANER Co., 
Cleveland, O., has awarded a contract 
for the erection of a building, 60 ft. 
by 80 ft., to be used as a plating shop. 

Witiis H. Gitpert is now estab- 
lished at 710 Conway building, Chi- 


eago, Ill. Mr. Gilbert is producing 


and selling southern white cedar 
poles. He has opened distributing 


points at Atlanta, Washington, Bir- 
mingham,. Cleveland, New Orleans 
and other points throughout the South 
and East. 


A NEW LIGHTING UNIT, designed 
both to distribute light over a wide 
area without glare and to concentrate 
it for work on_ benches, 
chines, ete., in manufacturing plants, 
has been brought out by the Perfec- 
tion Sales Co., 329 East Twenty- 
second street, New York City, N. Y. 
The 


upper opaque one and a lower trans- 


close ma- 


unit consists of two shades, an 


lucent one. 


Joun F. Gitcurist, president of 
the Federal Electric Co., on June 26, 
in an address at a housewarming at 
Kightv- 


Chicago. 


the company’s new plant, 
and State 
announcement to the effect 


seventh streets, 
made an 
that plans were in contemplation un- 
der which the employees would have 
the of the 


Approximately 40 per cent 


a voice in management 
company. 
of the employees are already stock- 
holders. More than 


tended the housewarming. 


a thousand at- 


Detta Star Etectric Co., Chi- 
eago, Ill., is having plans prepared 
for the erection of an addition to its 


plant. 


Mra. 


Chicago, Ill., held its annual outing 


BENJAMIN ELECTRIC Co., 
at the Forest Preserves, Desplaines, 
ill., on June 12, which was attended 
by more than 1000 employees includ- 
ing factory men and women, office 
workers, department heads and execu- 
tives of the company. 


GENERAL Exvectric Co. is offering 
its G-E Christmas Arborlux, a mul- 
tiple connected Christmas tree light- 
ing set which was recently developed. 
In this new set the lighting cord is 
wired in multiple, rather than in 
series, as in former designs, so that if 
one bulb burns out or is broken the 
others are not affected. The set con- 
sists of a transformer, giving 10, 14 
and 24 volts, which can be attached 
to any 110-volt, alternating current, 
lighting circuit by means of a six-foot 
attaching cord and plug, a nine and 
one-half foot length of main cord with 
twenty branches made of twisted twin 
conductor finished in and 21 
Mazda miniature lamps in ruby, blue, 


green 


green, orange and frosted white glass. 
Lamps used in this outfit are of a new 
design and are known as the C-6 bulb. 


Purrer-Hvpparp Mra. Co., Minne- 
apolis, Minn., has placed on the mar- 
ket its Daylight electric washing ma- 
chine. “Aeration—the principle on 
which the Daylight washes—makes 
sure,’ the manufacturer says, “that 
both air and sudsy water are forced 
down through the fabric and then 
drawn up through it again.” In this 
washing machine aeration takes place 
by means of triple dise cones which 
operate much like the hand plunger 
used in home laundries for the past 30 
vears. On the down-stroke the cones 
force air and water through the fab- 
ric, while on the up-stroke the suction 
draws the two 
through the clothes again. 


universal cleansers 


Tue Mermaip Dish Wasuer Co., 
organized under the of the 
state of Delaware, has taken over the 
business of The Wolcott Manufactur- 


laws 











ing Company of Hartford, Conn., as 
of June 30, and will 
along broadened lines. 


continue it 
The officers 
of the company are Frank E. Wol- 
cott, president and general manager ; 
S. C. Stivers, vice president, secretary 
and treasurer, and E. M. Bromley, 
assistant treasurer. Frank R. Ford 
of Ford, Bacon & Davis, New York; 
Walter H. Lippincott of Bioren & 
Philadelphia, and Van 
Horn Ely of the American Railways 
Company, Philadelphia, are on the 
directorate. The new company will 
continue the manufacture of Mermaid 
at Middletown, 
Conn., where an ample plant has re- 


Company, 


electric dishwashers 
cently been erected. 

RotrapPex electric clothes washer, 
after two and one-half years of ex- 
perimentation, has finally been placed 
on the market by its manufacturer, 
the Apex Electrical Distributing Co.., 
Cleveland, O. Rotapex is a reversing, 
revolving cylinder type machine; re- 
volves 23 times a minute and reverses 
every five and one-half revolutions; it 
requires a floor space of only 26.5 in. 
by 25.5 in.; has three-year guaranteed 
rolls, 1154 in. long; is equipped with 
an easily operated center break safety 
release; and has a 14-hp. standard 
motor, inclosed and ventilated, 
with ample power, making 1750 revo- 
lutions per minute. The maker says: 
“Economical to operate, with ‘service 
built into the machine,’ and with a 
sound sales policy behind it, the Rota- 
pex is undoubtedly destined to become 
a prominent factor in the washing 
machine field.” 


well 


Bensgamin Exvectric Mre. Co., 806 
West Washington boulevard, Chicago, 
Ill., in a letter on a circular being 
sent the trade, says: “A man once 
said that advertising was like making 
a widow—it can’t be over- 
done.”” The letter goes on to say that 
he’s wrong regarding the advertising 
and then tells some whys and where- 
fores about Benjamin advertising. 
The purpose of this circular is to in- 





love to 
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TEE TTL SLE LE SIA DIN LO IBIS 


~ PARANITE~~ 





























That trade mark and slogan stands for some- 
thing in the industry. 
Wherever wire or cable is used PARANITE is 


known—and favorably too. 


You salesmen who take personal pride in your 
i customers’ satisfaction can unhesitatingly tie to 


PARANITE. 





PARANITE Wires and Ca- 








I RUBBER COVERED WIRES b ] es 


AND CABLES 


LEAD COVERED WIRES AND 
CABLES 


HIGH TENSION CABLES 
AUTOMOBILE CABLES 
TELEPHONE WIRES 

LAMP CORDS 

PORTABLE CORDS 

FIRE ALARM CABLES 
MINING MACHINE CABLES 











are Merchandised 
through the Jobbers only and 
not to your Customers. You 
are not selling a New Code 


tag. 


You are selling a Branded ar- 
ticle, better than Code re- 
quires. For 30 years the stand- 
ard. 


Indiana Rubber and Insulated WireCo. 


FACTORY AND GENERAL OFFICES 


JONESBORO, IND. 


CHICAGO OFFICE 
210 So. Desplaines St. 


NEW YORK OFFICE 
63 Vesey St. 
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Motor 


PUTT LLL LET CELCoLLLL 


Shipments 


For many months we 
have been behind on or-= 
ders for most of the 
more popular types of 


motors, 2H. P. 


and less 


which we formerly had 
regularly in stock. 


Conditions of de- 


livery are now 
acute. 


much less 


We have in stock 


some small quantities of 
quite a few types of 


fractional H. P. 


On a number of 


motors. 
others we 


can offer early shipment, 
usually 30 to 60 days. 


There are only 
types for which 


before long. 


now accept orders. 


We hope to publish a 
new motor price book 


a few 
we cannot 


In the 


meanwhile we ask you not 
to turn down any small 


motor business 


without 


finding out from your 
sales manager or from us 
what delivery can be 
offered on that particu- 


lar type. 


facilities and 


We have increased 


a larger 


production coming. 


THE EMERSON 
ELECTRIC MFG. 


St. Louis - 


COMPANY 
New York 

















vite requests for wall hangers and 
price tags described in it. Benjamin 
price tags and wall hangers are free 
and may be passed along to the dealer 
by the salesmen. 


An ALARM SystTeM, designed to 
protect banks, jewelry and fur stores, 
has recently been placed on_ the 


market by the Simplex Alarm Co., 
105 Montgomery building, Milwaukee, 


Wis. 


A Vase can be made into a base for 
an electric lamp with the aid of a 
special vase cover and support for 
lamp sockets which have recently been 
developed by J. B. Timberlake & 
Sons, Jackson, Mich. 


A Tasie Lamp in an Elizabeth 
period design has been placed on the 
market by the Lindcraft Studios, Ja- 
maica avenue and 125th street, New 
York City. 


A PortTasBLeE APPLIANCE Corp con- 


sisting of a separate attachment 
plug. seven feet of heater cord and an 


appliance plug, has been placed on 








the market by the R. W. Lillie Corp., 
30 Church street, New York City. 


Luminous Unir Co., St. Louis, Mo., 
held its annual sales conference on 
July 20, 21 and 22. More business 
was transacted it is said, than at any 
previous sales conference. Among 
transactions of importance that took 
place was the creation of four new 
district offices with a representative 
at each. They are: Detroit, Mich., in 
charge of J. F. Garde; New Orleans, 
La., in charge of H. L. Woehle; Se- 
attle, Wash., with T. B. Dinkmeier, 
officiating, and Denver, Colo., with H. 
J. Dansdill at the helm. The repre- 
sentatives of the company were en- 
tertained every evening by the firm 
and at the conclusion of the confer- 
ence presented E. F. Guth, president 
of the Luminous Unit Co., with a most 
complete fishing kit, whereupon he 
promised to go fishing. They also 
presented G. S. Watts, vice-president, 
with a handsome cigarette case and 
he promised to smoke. Upon depart- 
ing ‘all present pledged themselves to 
double this vear’s business in 1921 
and no one doubts, thev say, the pos- 
sibilitv of its being done. 











































Officials and representatives of the Luminous Unit Co. who assembled in a sales 
conference held on July 20, 21 and 22. They are: 
Top Row, Left to Right—Geo. H. Egan, E. F. Guth, president, Geo. S. Watts, 


secretary, Chas. M. Wempner, V. 
Kane. 


i i5 as 


L. Plattner, M. B. Diederichsen, J. J. 


Second Row, Left to Right—Wm. Brune, W. Wippern, H. E. Murphy, Jack 


Garde, O. D. Guth, treasurer, G. C. 
Dinkmeier, H. Woehle, J. S. Moore. 
Front Row, Left to Right—H. C. 


Barry, E. N. 


Jones, C. C. 


Maddox, R. Olin Duff, T. B. 


Gilhart, C. C. Schoen, D. C. 


Barnum, R. O. Fritz, R. V. Owen, advertising manager, H. J. Dansdill, Joe Chas- 


saing, sales manager, Frank EK. Watts. 
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Bett erHurry 


The end of your opportunity is in 
sight. The wise and _ profitable 
thing for you to do, to insure 
your share is to speed up. 
You can see the commotion these 
candlesticks will create; offering 
a quick turnover and a good fat 
profit. They are an orna- 
mental attachment that re- 
produces the cheerful glow 
of the “‘old-time’’ candle. A 
reflector and socket holder, 
all in one, that will fit any 
electric tree outfit. Snow 
white enameled metal tubes 
with red, blue, green and 
gold reflector pans; two of 
each color in a_ set of 
eight. Retails for $1.25 
per set. The only 
item of its kind mak- 
ing a sentimental ap- 
peal to the Xmas 
Shopper that insures 
quick sales. 
The demand 

























for Van Xmas 
Tree  Candle- 
sticks has 
over - topped 
our tallest ex- 
pectations — 
stock is run- 
ning low. 
H ave the 
“‘Boss’’ order 
a few cases 
now and avoid 
disappointment 
later. What 
do you think? 





C. B. Van Antwerp & Co. 


53 W. Jackson Blvd. Chicago 








DAUM 
PLUG FUSE 





SIMPLEST 
FEWEST PARTS 
EASIEST TO REFILL 


The Plug Fuse that your customers 
have been looking for. No metal or 
screws to replace; just place a fuse 
strip in the plug through the bottom 
and out the side pocket, place mica 
disc in. place—and it’s ready for use. 
No tools are required—the plug being 
all porcelain, It is never thrown 


A. F. DAUM 


Pittsburg, Pa. 


Squires & Cogswell, Agts. 
Ellsworth Bldg., Chicago 

















ELEVATOR CONTROLLERS is the title 


of a new two-color, 24-page, 81x11, 
booklet published by The Cutler- 
Hammer Mfg. Co., of Milwaukee, 
Wis., and describing the new line of 
elevator control apparatus recently 
developed by that firm. This booklet, 
which is known as Publication 840, 
illustrates the new controllers and 
emphasizes their simplicity, quiet op- 
eration, and smooth acceleration. 
Carbon-to-copper standardized power 
contacts are used, which are inter- 
changeable on A. C. or D. C. control- 
lers of the same rating. Acceleration 
is obtained by time limit relays of sim- 
ple design, which furnish the same 
comfortable smoothness of accelera- 
tion in spite of widely varying load 
conditions. The last few pages are 
devoted to auxiliary apparatus for use 
with elevator controllers, which in- 
clude reversing switches, floor se- 
lectors, various limit switches, car 
switches, and door switches. 


BENJAMIN Ecectric Mre. Co., 806 
West Washington boulevard, Chicago, 
Ill., is sending to the trade a four- 
page circular announcing the incep- 
tion of a new device which is being 
welcomed by the industry and the 
public. This new contrivance is the 
Benjamin Convert-A-Cap, an attach- 
ment plug cap in which the blades can 
be moved by the fingers one quarter 
turn in order to make the cap ap- 
plicable to any one of the four stvles 
of slotted bases or receptacles, all of 
which are in more or less common use. 
This new device is a very decided ap- 
proach to general standardization of 
attachment plugs. The circular says 
in part: “The Benjamin Convert-A- 
Cap straightens out most of the con- 
fusion existing in straight blade at- 
tachment plugs and slotted receptacles 
which has long interfered with the 
satisfactory use of electrical appli- 
ances in connection with slotted base- 
board and wall receptacles.” 


Tue story of the Haag Bros. Co., 
Peoria. Ill., as told by one of the or- 
ganization recently, seems interesting 
to the noint of brief mention. George 
A. and Albert R. Haag, the owners of 
the firm, are twin brothers. Early in 
life their father died leaving the sup- 
port of themselves, their mother and a 
large family on their hands. Migrat- 
ing from Rock Falls, Il., their birth- 
place, to Peoria in order to find bigger 
and better work, they for 12 years 








Peerless Fans 








Boosting quality 
goods boosts your 
firm with your 
dealers. 


Boosts you too! Put 
your dealer onto a live 
one and he never for- 
gets you. Put him onto 
a dead one and he never 
forgives you. 


Play safe on fan busi- 
ness. Talk Peerless 
Fans because: 

(1) They are bet- 

ter looking 


(2) They are bet- 


ter made 


(3) They are bet- 
ter in opera- 
tion 

(4) Last but not 
least —they 
sell. Oh boy, 
how they do 
sell. 


Let's get together. 


PEERLESS 
ELECTRIC CO. 
Warren, Ohio 
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Switchboard and 
Bus Rack Structural 
Devices 





Our new Bulletin No. 111 


& § 


lists every conceivable 
device which might be re- 
quired in pipe frame work 
and switchboard construc- 
tion. 


a4@ 


Correctly Designed 
Exceptionally Rugged 
Shipped from Stock 











Try us on your next 
order for this class of ma- 
terial. 





Electrical Engineers 
Equipment Co. 


35 S. Des Plaines St. 
CHICAGO 


Sales Offices in All Principal Cities 

















followed the blacksmith trade, and, 
being of an inventive temperament, 
were always trying to work out new 
ways of saving time and effort. Es- 
pecially were they desirous of finding 
a way to lessen the drudgery of their 
mother. Necessity being the mother 
of invention they turned to the sub- 
ject of making the family washing 
less arduous. The Haag washing 
machine was the result and with the 
passing of time they developed it from 
a crude affair at first to the present 
efficient electric washing machine. 
The manufacture of the machine is 
now conducted in a $200,000 plant in 
Peoria and provisions have been made 
for the purchase of additional land 
adjoining the present building. Such 
is the realization of two boys’ dreams. 


ALTORFER Bros. Company, Peoria, 
Ill., has opened a branch office and 
warehouse in the Bush Terminal 
building, New York City. The New 
York branch will have charge of the 
sales in the territory east of the Ohio- 
Pennsylvania line and north of the 
Virginia-North Carolina line. The 
personnel of the New York sales de- 
partment will include the following: 
Walter L. Williams, manager, Harry 
A. Bell and W. L. Patterson. It will 
interest a great many to know that 
this company will soon place on the 
market the A B C ironing machine, 
details regarding which will be made 
known later. 


A New Fuse P ive of the renew- 
able type has been placed on the 
market by the Ree-Nu-It Electric 
Mfg. Co., New Bedford, Mass. The 
fuse wire runs diagonally through the 
plug, being held between washers at 
the top where it is secured by a nut, 
while at the bottom a wedge button 
does the clamping. 


Grorce A. Woo .tey, district man- 
ager of the General Electric Co., 
with headquarters at Denver, Colo., 
died from the effects of a stroke of 
apoplexy, July 4, at his summer home 
at Evergreen, near Denver. Mr. 
Woolley had been in the service of the 
General Electric Co. for more than 
thirty years, for the past nine years 
district manager. 


GENERAL Rapio Co., Cambridge, 
Mass., has placed on the market a 
rheostat of small rating for laboratory 
and radio use. 











Eliminate running dies over 
pipe ends and reversing coup- 
lings. 





reaches the job ready to in- 
stall. 


Your trade knows 


Enameled Metals Co. 


~~ PITTSBURGH, PA. 




















IT’S PERFECT! 


Note the new way of assembiing 


The BULL DOG 
KNOB 


Made and Sold under License 
United States Patent, Feb. 3, 1920 


The placing of the central bush- 
ing on the cap instead of the 
base, places it in a class by itself. 


You will be safe in recommend- 
ing this knob and all of our prod- 
ucts to your customers. Write us 
for any further information de- 
sired. 


Illinois Electric Porcelain Co. 
Mecomb, Iil. 
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i ‘HE Jossper’s SALESMAN is the only 
~~ publication devoted exclusively to the 
jobber’s salesman—it is your publication. 


_ It is a clearing house, for the exchang- 
ing of ideas and selling helps between 
salesmen. 


We think this live, snappy, interesting, 
helpful magazine is worth $1.00 of any- 
body’s money—don’t you? 


Send your answer on the coupon below. 


AAAKBABAEEEREABRABREBRERERRERRRRBRRRRRERBBRRBRERBRREREREEESEEE EEE ESE 


SUBSCRIPTION COUPON 


THE JOBBER’S SALESMAN, 
1018 South Wabash Avenue, 
CHICAGO, ILL. 
Please enter my subscription to THE JOBBER’S SALESMAN 
for one year. I will remit $1.00 upon receipt of bill. (Canadian 
Rate, $2.00.) 
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HEMINGRAY 


Glass Insulators 





No. 9 Pony. 
Specify “Hemingray” 


No. 19 D. G. D. P. 


Hemingray Glass Co. 


Muncie, Ind. 











WOOD TURNING 


for All Electrical Purposes 


SWITCH HANDLES 
KNOBS 


RHEOSTAT HANDLES 


and everything in wood used 
in the electrical field. 


Write us—we can fill YOUR 
wants. 


NICHOLAS BONNETT & CO. 


619-27 W. Adams St. 
CHICAGO 











Sell Carney Poles 


and Cross Arms with the rest 
of your line. 

We solicit Jobbers’ inquiries 
and stand ready to help you 
over any “bumps” you may 
meet. 

Quick shipments from Min- 
neapolis Yard, treated or un- 
treated. 


B. J. CARNEY & CO. 


Grinnell Spokane 
Chicago Minneapolis 
Write us at Grinnell, Iowa. 














See 


Subscription Offer 


on 


Page 101 






An AvUTOMATIC COMPENSATOR, suit- 
able for starting squirrel-cage motors 
when they are driving line shafts, 
pumps, compressors and similar devi- 
ces, has been brought out by the 


General Electric Co. 


A PortaBLe WIRELEss SET, (de- 
signed particularly for military serv- 
ice, has been developed by the Wire- 
less Specialty Apparatus Co., 131 
State street, Boston, Mass. 


Union Appuiances Co., 103 Mott 
Street, New York City, has placed on 
the market a double service plug, rat- 
ed at 660 watts, made of fiber and 
consisting of one Edison base plug 
and two standard receptacles. 


Rapio ConpENsERS which provide 
conveniently adjustable capacities 
where wave-length settings are de- 
sired have been placed on the market 
by the International Radio Telegraph 
Co., 326 Broadway, New York City. 


A New Pane for charging storage 
batteries, which, on a 250-volt circuit, 
has a maximum charging rate of 15 
amp. when connected to 90 cells in 
series, has been developed by the 
Meier Electric & Machine Co., 136 
South Meridian street, Indianapolis, 


Ind. 


A Smatu Rueostat, for use with 
fractional horsepower motors which 
drive desk fans, grinders, buffers, 
soda mixers, phonograph motors and 
the like, has been placed on_ the 
market by the Union Electric Manu- 
facturing Co., Milwaukee, Wis. It is 
an independent unit designed to be 
placed in the base of the motor with 
the operating handle projecting out 
so it can be readily moved when the 
motor is in the upright position. 


GENERAL Evectric Co. has placed 
the Wayne pipe thawer on the market 
with the idea of providing a portable 
device for thawing frozen water pipes 
electrically. It is intended for do- 
mestic use, to be used on 110-volt 
lighting circuits. 


INTERNATIONAL Rapio TELEGRAPH 
Co., New York City, is marketing its 
type RTA-104-A single-stage audio 
frequency amplifier. The amplifying 
transformer is hermetically sealed to 
keep out moisture. Variation in fila- 
ment temperature changes the amount 
of amplification. The weight is 8 lbs. 








AMERICAN LINE 
MATERIALS CO. 


CROSSARMS 
THAT LAST 
LONG tl F PINE 

REC rED 





ING rH M 
ASK YOUR DEALER 
FOR OUR PRODUCT 
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to 
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Successor to 


AMERICAN CROSS- 
ARM COMPANY 








CEDAR POLES 


Northern 
White Cedar 


Western 
Red Cedar 


Plain or 
Butt Treated 


T. M. Partridge 
Lumber Company 








Cedar Poles 


Butt Treating 
Open Tank Process 
The Valentine-Clark Co. 
Spokane, Wash. 


Minneapolis Chicago Toledo 

















POLES 


NATIONAL POLE CO. 


Escanaba, Mich. 


220 Broadway, 2844 Summit St., 
New York Toledo, O. 


Rialto Bldg., 


San Francisco, Calif. 
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EMF 
Electrical 


Year Book 


A Combined Electrical 
Encyclopedia, Trade 
Directory and Dictionary 








Embracing in a Single Volume 


(1) An encyclopedia dealing 
with the history of electricity and 
the vital statistics of the industry. 


(2) A complete trade directory 
giving a full list of all manufac- 
tured products, trade names, list of 
manufacturers and much other 
trade information. 


(3) A modern dictionary of all 
electrical terms, with special refer- 
ence to practical electrical engi- 
neering and construction. 


The EM F Electrical Year Book is being 
edited by a corps of experts who have a 
keen appreciation of the needs of the 
public as well as the industry for authen- 
tic statistics and information in easily 
available form. The matter will be ar- 
ranged alphabetically and in a manner 
that will make it an invaluable guide to 
manufacturers, distributors and users of 
electricity and electrical equipment. 


Advertising and subscriptions now be- 
ing received. 


Electrical Trade Publishing Co. 


1018 S. Wabash Ave., CHICAGO 
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SELL 


National Products 
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“Sherarduct’’ and “‘Economy”’ Rigid 
Steel Conduits and Fittings, ‘“‘Flex- 
steel’’ Armored Conductors and 
Flexible Metallic Conduit and Fit- 
tings, “Flextube’’ Non-Metallic Con- 
duit, National Metal Molding and 
Fittings, “‘Liberty’’ Rubber Covered 
Wire and Cable, ‘“‘National’’ Outlet 
Boxes and Covers, Switch Boxes, 
Brackets, Fixture Studs, Locknuts, 
and _ Bushings, **Auto-Steelflex’”’, 
‘‘Auto-Brassflex”’, ‘““Auto-Flextube’”’, 
Automobile Conduits and Fittings, 
Carburetor and Exhaust Tubing. 


Selling these National Products will 
prove profitable for you, for your 
house and for your customers. 


National Metal Molding © 
General Offices: Pittsburgh, Pa. 
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The illustrations show the Du- 
more No. 1 Grinder in use in the 
Wood Turret Machine Company of 
Brazil, Indiana. 


Other shops, large and small, in 
all parts of the globe, find many 


ways to use the Dumore. 


Your Present Customers Are Good Prospects for 


Dumore High Speed Grinders 


Industrial plants everywhere are good prospects for Dumore 
Grinders. The unusual adaptability of these useful tools 
makes them a necessity in shops, large and small. 


You can greatly increase your sales without materially in- 
creasing your work by selling Dumore Grinders to your pres- 
ent customers. Some jobbers’ salesmen depend on their Du- 


more Grinder sales alone to cover their expenses. 


Whether or not your house carries Dumore Grinders we 
shall be glad to explain the sales features of Dumore Products 
to you and to assist you in every way to get the long profits 
possible in this line. Personal attention will be gladly given 
to individual selling problems. Write 


WISCONSIN ELECTRIC COMPANY 
8323 Sixteenth Street © RACINE, WISCONSIN 
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Mr.L.P. Huey, Sales Manager of the Manu- 
facturers Distributing Co., Inc., St. Louis, 
instructing anew salesman on the Almetal 
Household Steam Laundry. 


“and always show the customer that 
it is R & M motor equipped.” 


When Mr. Huey instructs a new salesman 
on the many attractive features of the 
Almetal Household Steam Laundry, he al- 
ways emphasizes the fact that the R & M 
Motor is one of the quality features—that 
Almetal quality demands a motor of un- 
failing reliability. He has found this an ex- 
cellent talking point for his salesmen because 
jobbers and dealers everywhere are famil- 
iar with the significance of R & M service 
reliability. 


Distributors of motor-equipped devices 
have found, too, that the general public rec- 
ognizes the R & M Motor as a quality guar- 
antee on any device so equipped. Years of 


dominant advertising in publications of gen- 
eral circulation have made the R & M Motor 
and the quality it stands for, known to every- 
one. Sales are more easily made and satis- 
fied users are insured when the device sold 
is equipped with this motor. 


Whether the device is a washing machine 
or other motor-driven device, dealers find 
that it pays to handle the R & M equipped 
machine, both from the selling and service 
standpoints. 


And because of this fact the jobbers’ 
salesmen find it profitable to talk R & M 
equipped devices to their dealers, 
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